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There are two basic points to consider 
in selecting a meter —the high sustained 
accuracy and continuous low maintenance 
performance of the positive-displacement 
measuring unit — plus an efficient counter 
designed for use with that measuring unit to 
convert measurement into recorded figures. 

Brodie Meters and Brodie Counters are 
designed and built by Brodie to function as 
a complete unit of one manufacture to 
provide maximum dependability and low- 
cost performance. 


Coupled with the wide assortment of 
counter arrangements, they meet every 


stock-handling requirement. 


. IT TAKES THE PERFECT COMBINATION 
OF BOTH METER AND COUNTER 
TO GIVE YOU THE BEST IN METERING! 








Easy reading Brodimatic 
Counters with reset and 
fotolizer 


Brodimatic Printers with 
zero start or totalizer 


Brodimatic Quantrols, fully 
automatic quantity control. 
Available with printer 


45° Angle Adaptor, easy 
reading for below-eye-level 
or horizontal installations. 


swivel Adaptor permits 
counter to be rotated ful! 
360° while operating o+ 
idle. 
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4 


$.R. Q. single quantity re- 


peating Quantrol for pro- 
duction line filling, batch- 
ing, blending. 


MT. VERNON, WN. Y. 
550 So. Columbus Ave. 


REPRESENTATIVES WITH 
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A.R.Q. adjustable quantity cs 


automatic repeating Quan- 
trol fills cans, drums, etc. 





Right Angle 
Adaptors and 
Extensions allow 
full flexibility 


of installation. 


Series ‘'G'' Counters for 
compact installation, with 
reset and totalizer. 





RALPH N. BRODIE COMPANY « tes Leandro, California, U.S.A. 


DALLAS 7, TEXAS 
167 Parkhouse St. 


CHICAGO OFFICE: 


1227 Circle Ave., Forest Park, il. 
STOCKS AND 


SERVICE 


FACILITIES 


SEATTLE 9, WASH. 
221 9th Ave. N. 


1N ALL 





PRINCIPAL 


Remote Counter Systems for 
in-the-office contro! of 
transfers and records. 


LOS ANGELES 22, CALIF. 
5401 Sheila Street 
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16,000,000 messages in LIFE, POST, TIME 
and other leading magazines 


This advertisement pictures the service station man in his 
quadruple personality of friendly driveway salesman, for- 
ward-looking businessman, trained expert and solid citizen. 
It is Ethyl’s picture story of the men who run America’s 
service stations and the outstanding job they are doing for 
their customers and their community. 
This is the third in a series of advertisements designed by 
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Ethyl to supplement the efforts of oil companies to enhance 
the prestige of service station men. 

LIFE, SATURDAY EVENING POST, TIME and other wide- 
ly-read magazines will be reaching many millions of Ameri- 
can motorists with this advertisement during July. 


ETHYL CORPORATION NEw york 17,N. Y. 





BRONZE-MONEL- ALUMINUM: STAINLESS STEEL 


| KAMLOK 
quick couplers 


< . 





Make field repairs quickly with 
this simple attachment of hose to 
KAMLOK shank type adaptor and 
coupler by using hose clamps. Leak- 
proof, light weight, easy to handle 


ALL KAMLOKS COUPLE AND UNCOUPLE 
INSTANTLY REGARDLESS OF HOOK-UP 


OPW CORPORATION | 


2735 COLERAIN AVENUE 
CINCINNS — 25, OHIO 
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MOBIL 
MILESTONES 


VYYoriDS MIGHTIEST— THE U.S.S. SARATOGA 

iS THE LARGEST, MOST POWERFUL WARSHIP AFLOAT. 

HER FLIGHT DECK MEASURES 1,039'x 252’... COULD 

ACTUALLY ACCOMMODATE THE S.S.UNITED STATES AND THE 

S.S. QUEEN ELIZABETH SIDE BY SIDE. HER 200,000-HP MAIN ENGINES 
ARE PROTECTED BY OILS DEVELOPED BY THE MAKERS OF MOBILOIL 


_ [BASTEST CAR. IN THE WORLD! JOHN COBB'S 
RAILTON SPECIAL ZOOMED ACROSS THE BONNEVILLE 
SALT FLATS AT OVER 403 MPH.... FASTEST SPEED EVER 
ATTAINED BY MAN IN A RACING CAR. TWO 1,300-HP 
ENGINES PROPELLED THIS 32-TON GIANT. AND BOTH 
ENGINES WERE PROTECTED — BY MOB/LO/L/ 





I it’s the fastest . . . if it’s the first of its kind . . . if 
it’s the largest ever built—if it needs the finest lubrication 
protection—then the chances are it’s lubricated by Mobil. 


NEW YORK 17, N. Y.—150 BE, 42nd St. » CHICAGO 5 ILLINOIS—59 E. Van BurenSt. « BALTIMORE 18, Charles St, « 

WISCONSIN—907 South First St, « KANSAS CITY 13, MISSOURI—925 Grand Aves.e DETROIT 382, MICHIGAN—#3 West Grand Bivd. « ST. LOUIS .. 

4140 Lindell Blvd. « DALLAS 1, TEXAS—Magnolia Petroleum Co., Magnolia Building « LOS ANGELES 54, CAL.—General Petroleum Corp., 612 8. 
Socony Mobil maintains many other conveniently located service offices to give you close and fast cooperation, 


SOCONY MOBIL OIL CO., INC., ana Affiliates: MAGNOLIA PETROLEUM CO., GENERAL PETROLEUM CORP. 


MARYLAND—1914 North 


Flower St., 


4 
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Behind Our Headlines 


Money-Making Ideas for You 


A= A GOOD MAN how to do something better, and 
you'll probably get some good advice. That’s the 
experience we had with our latest survey—how jobbers 
can improve their efficiency. (See page 95.) 

NPN sent questionnaires to a cross-section of jobbers 
throughout the U. S. and to a selection of major company 
marketers who are familiar with jobber operations. The 
response was impressive: 40% of the major company 
marketers and 35% of the jobbers sent in suggestions. 
That’s an unusually good return for this type of survey, 
which requires the respondents to give a lot of time and 
serious thought to their answers. 


We're Offering a Service 


ager DISCUSSIONS are enjoying a new popularity at 
jobber meetings. One of the most absorbing ones 
featured two top-ranking major company marketers— 
J. L. (Buck) Wadlow of Shell and George D. McDaniel 
of Socony—and two successful North Carolina jobbers, 
Frank Erwin and Hardin Kimrey. Jobber-supplier rela- 
tions was the subject they discussed; the place was the 
spring convention of the North Carolina Oil Jobbers Assn. 


As moderator, I can testify that they engaged in a free- 
wheeling, unrehearsed conversation that got into delicate 
aspects of jobber-supplier relations. 

Another wide-open panel session, on jobber-dealer re- 
lations, was staged at the Iowa Independent Oil Men’s 
Assn. meeting, featuring Barney Bailey and Harold Drake 
of Des Moines. Lyle Munson, Iowa’s executive secretary, 
asked me to be the moderator. 

As a strong advocate of panel discussions, NPN hopes 
they will flourish, believing they generate information, 
ideas and thoughts. Because our staff members have some 
good background, many are competent to conduct panels. 
So if you’re planning a panel discussion on a marketing 
program, feel free to call. If NPN can help, we'd like to. 


FRANK BREESE, Editor 
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AT SINCLAIR’S FT. MADISON, IOWA, TERMINAL: 
Neptune’s Accuracy 


Defies Heat, Cold and 


Seven Years of Heavy Load 


Working year-round in temperatures from 12 below to 109 above, 
these seven Red Seal petroleum meters have put through a yearly 
average of 6 million gallons each since Jan. 9, 1950. Some, on 
gasoline, have averaged far more, most of the time at peak 


: flow-rates! 
“Capillary” seal . . 


Measuring chomber has ° 
@ thin film of liquid 


only one moving ele- 
ment. No complicated + «+ prevents weor be- 
mechanism to get out tween piston and cham- 
of adjustment. Occa- ber. | is rigidly 
sional dirt won't dom- controlled by precision 
age a Red Secl .. . machining . . . stays 
chamber is easy to re- constant through long 
move, easy to clean. accurate life. 


To keep pace with modern marketing methods, the meters were 
up-dated recently by adding Print-O-Meter registers . . . a move 
made economical by Neptune’s exclusive Unit Replacement Plan. 
In the memory of Mr. Stan Huston, superintendent, there’s been no 
trouble except when a foreign substance accidentally got in some 
years ago. The meters still show no signs of wear. 

An unusual record? No. Chances are you, too, are getting the 
same fine performance from Red Seals on trucks or loading racks. 
Good reason why you should specify Red Seals next time, too. 


Double-case design 
eliminates distortion of 
measuring chamber 
caused by pressure or 
piping stresses. Pre- 
vents binding ond un- 
even weor. 


This patented ‘’Gear 
Shifter’ firmly locks 
calibration. Cannot 
drift or slip between 
tests. Easy to adjust 
when required, but it’s 
seldom required. 




















Accuracy You. Can Lamk On 


NEPTUNE METER COMPANY 


19 WEST SOth STREET + NEW YORK 20, N. Y. 


RS-27 


Branch Offices. 

ATLANTA « BOSTON + CHICAGO + DALLAS « DENVER 
NO. KANSAS CITY, MO. + LOS ANGELES + LOVISVILLE 
PORTLAND, ORE. « SAN FRANCISCO (Millbrae) 

IN CANADA: NEPTUNE METERS LTD. 

1430 LAKESHORE RD., TORONTO 14, ONT. 








Low maintenance costs and good local service are the two big rea- 11 meters at Esso Standard Oil Company’s Waltham, Mass. 
sons Independent Gasoline & Oil Co., Rochester, N. Y., standardizes terminal are Red Seal Remote Control units, speeding load- 
on Red Seal meters for all new purchases. Independent bought ing of several trucks simultaneously. Busy meter often handles 
their first Red Seal 8 years ago, now have them on 22 tank trucks. 150,000 gallons per day. 


How others get a better measure of profit... 


with 
showed so little wear after 17 years it was decided to keep them on 


the job...converted to Print-O-Meters. Here's solid proof that you Neptune 


can rely on your Red Seals to hold steady as a rock between tests. 


TOR 


GASOLINE. 


— 
a + 


<a Aor 


10 years’ personal experience with Red Seal meters . . . logging 
an excellent record for accuracy with little trouble . . . is cited 
as the reason Ferguson Oil Company has standardized 100% 
on Red Seal Print-O-Meters for tank trucks and bulk plant both. 


“Big Four” for bulk plants and terminals are these 2”, 3”, 4” 
and 6” Red Seals . . . sized to give you the utmost in sustained 
accuracy and economy for any rate of flow, 20 to 1000 gpm. 








Bend it—twist it 
B.E.Goodrich hose won't collapse 


Increased flexibility reduces chance of hose failure near nozzle 


IGHT bends like that can’t shut 

off the flow of gasoline in this 
B.F.Goodrich pump hose. It keeps 
its round shape even when bent in 
sharp angles—delivers all the gasoline 
the hose can carry. 

Strong steel wire woven in with the 
rubber and fabric prevents the hose 
from kinking. When used on counter- 
weight or retractable reel pumps it 
won't collapse or become oval shaped. 

Its thick, tough cover is built for 
rough use. Scraping over concrete or 


8 


pulling around sharp corners won't 
harm it. You can let it stand in gaso- 
line, oil or grease without damage. 
And there's no danger of cracking or 
checking from hot sunlight. 

Special rubber compound makes this 
hose completely gasoline proof, elimi- 
nates swelling and flaking. You have your 
choice of either one-time or reattach- 
able couplings. And the spiral wire in the 
reinforcing ply acts as a static ground, 

All these improvements add up to a 
better pump hose for faster service, 


lower operating costs. B.F.Goodrich 
has side similar improvements in oil 
hose, discharge hose, barge loading 
hose and fittings. Let your local BFG 
distributor tell you about them. Or 
write B.F.Goodrich Industrial Products 
Company, Dept. M-956, Akron 18, Ohio. 


B.EGoodrich 


INDUSTRIAL PRODUCTS 
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Letters 


Giveaways: biggest problem in the industry? 


.. . Hoist problems .. . 
. NPN's jobber appraisal 


L. T. White .. 


a jobber’s answer to 


‘Shovel out the dirt’ 


To THE EpiTor: 


“These 10 Problems are the Job- 
ber’s Toughest” (NPN—June, p98) 
probably covers all the major prob- 
lems of the oil jobbers today. 

But the No. 1 problem in the indus- 
try ... concerns not only the jobbers 
but the service station dealers as well 
—the problem of giveaways. 

Jobbers really have to be considered 
in two categories, the major-brand 
jobber and the private-brand jobber. 
The diversified operation between the 
two has not only created a problem 
for the major oil companies, but has 
created a greater problem for the 
branded jobber because of his inabil- 
ity to compete on the “giveaway” 
basis. The major supplier if he desires 
to compete in an area with an un- 
branded retail distribution has several 
ways to protect himself or become 
competitive. That is not the case with 
the branded jobber. He cannot afford 
to subsidize his retail distribution by 
price or otherwise to meet this kind 
of competition. This also applies to 
fuel oil distribution where coupons, 
trading stamps and premiums are 
being offered to obtain business. 

Heaven knows what the solution is 
to industry disturbances but there are 
several concrete ones. First, the dry- 
ing up of excess supplies and, second, 
the lowering of tank wagon prices, 
particularly on fuel oil, to prevent the 
unbranded jobber from using the 
1¢-2¢ with which he purchases below 
the branded jobber’s costs for give- 
aways. 

Some of the things you mention in 


your article are problems connected | 


to this, but in cleaning house shovel 
out the dirt before using the broom. 


A friend of mine uses a credit card | 
where two stations, independently op- | 


erated, handle the same brand of gaso- 


line. His family insists he buy all his | 
gasoline from the “giveaway” station | 
the premiums — perhaps | 


to obtain 
rightfully so. He has no answer to that 
ultimatum because it is the same 
brand and quality of gasoline. 

If some of these malpractices could 
be eliminated starting at the retail 
level and backing up through the job- 
ber to the supplier, firmer ground 
could be found. 

Roy J. THOMPSON 
President 

Apex Motor Fuel Co. 
Chicago, Ill. 


To THE EpiTor: 

The article well covered the basic 
problems of the jobbers. I wish to 
commend you and your staff. 

JoHN H. WHITE 
President 

Port Oil Co. 
Charleston, S. C. 


Frame Contact Problems 
To THE Eprror: 


In view of the reports of the 
Liaison Committee of the Automotive 
Lift Institute, we can see no reason 
why all 1958 model cars cannot be 
handled on frame type lifts (“What's 
the Outlook for Frame Contact Lifts?” 
NPN—June, p177). We bear in mind 
that several of the car manufacturers 
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EVER-TITE 


-the best quality 
QUICK COUPLINGS 


EVER-TITE 
Adapter and 
Coupler 


You save time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 
Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 
There are no sliding 
rings—no springs, 
ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 


If you want to get 

the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade- 
mark is a hallmark 

of dependability 

in fittings for the 
petroleum industry— 
proved by 18 years 
of pre-eminence. Ask 
your distributor now. 
EVER-TITE COUPLING CO. INC, 


254 West 54th Street 
New York 19, N. Y. 
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Long Lasting 


Neat Appearance 


SPIFFY Prefab Steel 
forms give that Extra 


Drive-In Attraction and 
help create the impres- 
sion of quality. 
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SIDE WALK CURB FACING 


Die-Formed Rolled Edges 


Give Added Customer Appeal. 
Steel is easier to paint than 
concrete — reduces mainte- 
nance. 


BAY GUARDS 
SIGH AND LIGHT POLE BASES 


Accurately formed steel bay 
guards protect both the station 
and car from damage. STEEL 
BASES for sign and light 
poles have Built-In Templates. 
Insure accurate mounting of 
Poles. 

Send for condensed Catalog 
and Price Sheet No. 157—on 
prefab forms. 


NEW! 

K-D Islands forms packaged com- 
plete save in first cost and 40% on 
Freight Bulletin 251-KD. 


| STEEL CURB FACING 


STEEL FORMS 


| 
| 
| 
| 








Letters 


have requested the Institute not to 
make public the design of their under- 
carriage. There are so many of this 
type lift in service that it is admittedly 
quite apparent to car manufacturers 
that consideration must be given to this 
fact. Plane and locomotive manufac- 
turers, as well as others, now recog- 
nize that “lifting” is essential and 
indicate “lift here” on the vehicles. 
Car manufacturers are now in agree- 
ment and indicate that more thought 
will be given to the servicing and 
maintenance of cars, and by 1958 this 
should be well in hand. 

We feel that if necessary it will be 
possible to change the adapters on a 
frame lift to accommodate any design. 
There have been false rumors,as to the 
adaptability of frame lifts causing 
some hysteria among the major oil 
companies. Some of the false rumors 
are (1) You cannot suspend the 
wheels of a car with air springs (2) 
The car should be lifted by the wheels 
as the weight load is straight up and 
down over the axles. This is easily 
refuted since two or four wheels often 
leave the road in driving over road 
dips, sways or bumps. (3) It is not 
safe to lift on a three-point suspension. 
But cars were first raised on free wheel 
lifts by using a rear plate to contact 
the center of the rear housing, thus 
giving a three point suspension. 

JoHN H. HALSTEAD 
President 

Western Manufacturing Co. 
San Jose, Calif. 


To THE EDiTor: 


The article covers the subject very 
satisfactorily. I have also checked with 
my associates in our sales engineering 
division and they feel you have treated 
it very fairly. 

B. L. Ray 

Vice President 

Esso Standard Oil Co. 
New York, N. Y. 


To THE EpiTor: 


It’s a fine article and should be of 
great interest to all concerned. 

L. J. Hoar 

Assistant General Sales Manager 

Sinclair Refining Co. 

New York, N.Y. 


To THE EpiTor: 


It gives an objective and compre- 
hensive picture in the light of present 
knowledge of future car designs. 

HuGH ALLAN 
President 
Rotary Lift Co. 
Memphis, Tenn. 


A Jobber Answers L. T. White 


To THE EDITor: 


I agree with L. T. White on a good 
many points, but I believe that before 
he gets through the fact that he is a 
major company man shows through 
(Why Jobbers Get Mad at Majors, 
NPN—May, p104). 

L. T. hits it on the head when he 
says that most company men are or- 
ganization men while jobbers are 
entrepreneurs. Put another way, com- 
pany men have a job while jobbers 
have their life savings in their busi- 
nesses. 

The majors have been harping on 
jobbers becoming more efficient. | 
agree there is room for improvement, 
but how many of the majors actually 
do something about helping the jobber 
cut costs? Certainly the willingness to 
grant wage increases at the rate the 
majors have isn’t doing anything to 
hold the line. 

I have been an advocate of jobber- 
supplier meetings, but when I sug- 
gested it to our supplier, they said 
“You might bring up some problems 
that some other jobber doesn’t have 
and it might give him ideas.” Sounds 
like the old game of divide and con- 
quer to me. 

The Advertising Money—The major 
oil companies waste a good deal of the 
money they spend on advertising. We 
are told we must pay more for a 
branded product because of the adver- 
tising we get. We pay, but we have 
absolutely nothing to say about how 
this money is spent. Too much of the 
money is spent by some character in 
the home office who is totally unfa- 
miliar with the jobber’s territory. A 
certain amount of major advertising 
must be set up by the home office to 
get a consistent nationwide campaign. 
However, I suggest that a system be 
worked where the jobbers in a par- 
ticular area get together and decide 
how a portion of the advertising bud- 
get for that area will be spent. This 
would allow the jobber to plan his 
budget and avoid a duplication with 
his supplier. 

The suppliers have done a lousy job 
on advertising fuel oil. The mats they 
furnish are all of the negative ap- 
proach. Our supplier refuses to give us 
any advertising allowance on fuel oil 
although they will give us 50% co-op 
against our 1/8¢ gasoline advertising 
allowance. Some suppliers will go 
50-50 on fuel oil advertising without 
any limit. Today the jobber needs to 
advertise fuel oil more than gasoline 
because of his supplier’s national 
gasoline campaigns. 
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Money Problems—Money is a big 

problem and certainly a tough one. 
Some suppliers, like our own, have 
been most fair in helping the jobber 
rebuild or build new. stations. It is 
very easy for L. T. White to say the 
jobber must learn how to raise money. 
Many jobbers are now incorporated, 
and if they aren’t they should see if 
it is to their advantage to do so. How- 
ever, when it comes to preparing a 
prospectus and _ getting additional 
money outside, that’s a different story. 
The jobber, in many cases even if he 
is incorporated, desires to keep his 
business as a closed or family cor- 
poration, 
; Not only jobbers but all oil compa- 
nies should have tighter credit policies. 
But how do you justify some major 
practice, especially on farm accounts, 
of collecting only once or twice a 
year? We need to do a better job on 
selling budget plans. 

Jobber Training — Many majors 
have done an excellent job of setting 
up dealer training programs. Why not 
jobber training programs? 

Don P. NEVERMAN 
Neverman Oil Co. 
Menominee, Mich. 


To THE Epiror: 


In the 40 years I have been in busi- 
ness, I have seen the control of the 
market pass from the distributor to 
the supplier. At one time I could “feel” 
that the supplier wanted to take the 
place of the distributor. I would not 
be sure some of the clouds are not 
still in the air. 

One suggestion Mr. White makes is 
that if jobbers concentrated more on 
cutting costs, he’d be more efficient, 
get higher profits and appreciate the 
majors’ cost-consciousness. But it must 
be recognized that the distributor 
somehow keeps 1957 costs inside of 
1937 gross. Has the supplier been 
able to do that? 

F. W. BURTON 
P. O. Box 508 
Decatur, Tex. 


To THE EpiTor: 


Could there be some inference that 
the jobber and dealer are on the firing 
line and in a better position (if prop- 
erly trained) to do a better job of 
selling to the consuming public than 
the organization-minded supplier? 
Things being equal, a well managed 
jobbership can lick the pants off its 
supplier in gallonage-dollar volume. 

Many of us feel most industry 
problems in marketing would be set- 
tled if the refiners would turn over 


that job to distributors. The “security 

of future” feelings a jobber gives his 

dealer is only one of the reasons that 

jobber-dealer turnover is far less than 
in company-controlled outlets. 

Jim HERRIOTT 

Jones-Herriott Oil Co. 

lowa City, Iowa 


What's in a Name? 
To THE EpITor: 


Was interested in the article con- 
cerning Sun’s dropping of the name 
“gasoline” [in favor of] “motor fuel” 
(NPN—May, pll0). Where they 
been since 1935 when the Mid-Con- 
tinent Petroleum Corp. introduced 
D-X Motor Fuel? 

O. H. Raus 
D-X Sunray Oil Co. 
Lafayette, Ind. 


Unrest: Underplayed? 
To THE EpiTor: 

The May issue is the best that NPN 
has ever published. It contains so 
much food for thought that I am sure 
it would represent an excellent anti- 
dote if all people, large and small of 
stature within the industry, could read 
the contents several times. 

Certainly I do not agree with all of 
the contents—I am sure you do not 
expect me to. I am rather inclined to 
believe that one of the things played 
down is “jobber dissatisfaction and 
unrest.” 

Mives M. MILLS 
OILS, Inc. 


Des Moines, lowa 


Brand-Builders 
To THE EprTor: 


“Southwest Trend: Independent Re- 
finers Move to Brands” (NPN—May 
57, pl24) is an excellent article on 
a very timely subject. I am sure you 
will find that group of refiners falling 
in the 30,000-40,000 b/d class going 
more and more to branded and direct 
marketing. 

R. R. DEAN 
President 

Bay Petroleum Corp. 
Houston, Tex. 


What's Your Opinion? 





We'd like to know. Send your 
comments, criticisms, sugges- 
tions to: Editor, National Pe- 
troleum News, 330 W. 42nd St., 
New York 36, N.Y. 
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Make /torney, 


on added sales 





when you specify 


ASCOT 


INSTANTANEOUS 
Gas Water Heater 








CAR WASHING: Adjustable to 
right temperature to protect finish, 
yet speed operation, reduce deter- 
gent cost. Greater customer, em- 
ployee satisfaction. 


ENGINE SCALDING: Big profits 
in this easily accomplished new 
source of station revenue. Scalding 
hot water immediately when 
wanted. 


SNOW & ICE MEETING: Bring 
correct temperature water out to 
pump islands for quick car clean 
up. Tremendous customer satis- 
faction. 


LAVATORIES: Nothing washes 
hands like good hot water . . . noth- 
ing feels so good and clean. Please 
customers, employees all year 
*round. 


ECONOMICAL OPERATION: 
Ascot is a miser with gas . . . you 
pay to heat water only when you 
use it—no tanks to keep hot. 


The Ascot Instantaneous Gas Water 
Heater is economical to buy, econom- 
ical to operate. Tested and approved 
by major oil companies in many areas. 
Mounts on wall out of way. All the 
hot water you want when you want it! 


SOUTHERN /, 


COMPANY, INC. 7 7 
844 BARONNE ST. @ WEW ORLEANS 13, LA 
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RS . Sie, . 
A NATIONAL CASH REGISTER increases customer good will with its fast, accurate service. 


“My C@lalional System 
saves ‘800 a year... 


pays for itself every 11 months!” —ne wees: texaco Service 


“We are able to run our service sta- 
tion much more efficiently and eco- 
nomically now that we've installed 
a National System,” writes B. M. 
De Wees, owner of De Wees’ Texaco 
Service Station. “Our National reg- 
ister has greatly reduced our operat- 
ing expenses! 

“All sales—cash and charge—are 
recorded on our National. Thus we 
have an accurate, printed record of 
all transactions which simplifies our 
bookkeeping procedure. We now have 
complete control over charges, and 
with mechanical addition of each 
sale, we eliminate mistakes in addi- 


tion. And the locked-in audit tape 
assures us of firm inventory control, 
too. It enables us to tell at any time 
how much gasoline has been sold by 
merely reading the gallonage total. 

“In every way a National Service 
Station System saves time and effort 
for us. It’s an investment that saves 
$800 a year, pays for itself every 11 
months!” 


COQuineofe. 


B. M. De Wees, Owner of De Wees’ 
Texaco Service Station 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 


Indianapolis, Ind. 


Find out how your service station can 
profit from the increased efficiency and 
economy made possible by a National 
Service Station System. Nationals re- 
turn their original cost quickly, then 
provide additional profits through the 
savings they bring you. Call your nearby 
National representative for complete 
information. You'll find him listed in 
the yellow pages of your phone book. » 
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Money-Making Ideas 


Here's a good way to start your dealers talking tires . . . 
to sell in a station restroom. . 


more farm business 


What bothers a lot of dealers is how 
to give your tire sales talk a workout 
if the customer never brings up the 
subject. In Carthage, Mo., Standard 
of Indiana dealer Ken Colaw uses 
four questions to open a tire conver- 
sation. Two general questions are: 
“Have you had any tire trouble?” and 
“About how many miles do you have 
on this set of tires?” To talk about 
specific tires, he asks: “Have you had 
trouble with this tire?”, or “Have you 
looked at that right rear tire lately?” 


$ 


A surprising number of car owners 
carry around spare tires that are flat 
and in need of repairs, reports C. J. 
Moore, a Billups Petroleum station 
manager in Hammond, La. He had 
his station crew ask every customer 
if the spare needed any attention, and 
soon found he was doing a good vol- 
ume of tire repair business. 


$ 


Imperial Oil Co. is trying out a 
new kind of service record for car 
owners. Columns of printed dots, 
placed under appropriate mileage in- 
tervals, are partially punched through. 
When a service is performed the 
dealer merely completes punching out 
the correct dot. Cards are clipped to 
the car’s sun visor by means of plastic 
clips. Dealers are provided with tags 
to place under the hood and stickers 
for rear windows, to identify custom- 
ers who have mileage-service records. 


$ 


Richfield of California recommends 
display cabinets on station restroom 
walls as a way to promote TBA sales. 
It’s a good place to show such items 
as flashlights and other impulse items. 
But cabinets will have to be kept 
locked. 

$ 


They sell gasoline by the bag in 
Central New Guinea. Rubber bags 
holding 200 gal. are used by Vacuum 
Oil of Australia to hold down shipping 
costs to points accessible only by air. 
Empty bags can be folded for return 
shipment. 


The best tire customers are those 
who don’t ask about tires, reports 
Harvey Cave, Oregon Mobil dealer. 
He’d rather work on the cold pros- 
pects he finds by looking for worn 
tires. The other kind, who come in 
asking about tires, are sure to be 
shopping for cut prices, he says. 


$ 


A consultant for consignees is a 
position advocated by a consignee. 
Clayton Flatley, who has been mar- 
keting in Rhinelander, Wis., since 
1933, says there would be many ben- 
efits if a major company would assign 
consultants at division level to work 
with consignees. They could help con- 
signees operate more efficiently, he 
says, because they could look at a 
consignee’s operation objectively, and 
would have a better perspective from 
being in touch with other consignee 
operations. 

Flatley says the field managers have 
so much territory and so many con- 
tacts to call on that they don’t have 
time to work with consignees. 


$ 


Atlantic recommends that all dealers 
check the condition of wiper blades 
when cleaning customers’ windshields, 
to discover any that have become 
spongy. Then ask the customer how 
long it’s been since he had the blades 
replaced, pointing out that wiper 
blades are good for only a year. Many 
cars have blades that are three and 
four years old. 


how 


. services that will win you 
... the big payoff in marine displays 


A couple of sharp ideas used by 
jobbers in soliciting farm business 
came out of a recent rural distribution 
panel conducted by the Iowa Inde- 
pendent Oil Jobbers Assn. 

One jobber has a check cashing 
service that saves the farmer a trip 
to the bank. Another encourages all 
his employes to solicit new farm ac- 
counts. He rewards them at the end 
of each year with merchandise prizes 
earned on a point system. 


$ 


Standard of Kentucky has invented 
at two-part lube sticker. In place of 
the traditional one-piece label to fit 
the door jamb, the new sticker has a 
short, detachable bottom section, with 
space for name, date, mileage and 
brand of oil. The company suggests 
that the detachable section be affixed 
to the radiator top where it serves as 
a quick reminder when it’s time for 
an oil change or lubrication. 


$ 


An unusual payoff from a window 
display is reported by a Canadian Shell 
dealer, E. O. King, Campbell, B. C. 
In an area where there are a lot of out- 
board motorboat owners, King set up 
a mass window display of outboard 
lubricant specialties. Just to help get 
the sales story across more quickly, he 
mounted two Evinrude outboards in 
the window. The display not only sold 
more of the specialties than usual, but 
sold the motors as well. 


How to Put That Professional Touch in Service 


When an attendant at C&V Signal 
Service, San Diego, Calif., takes a 
gasoline order, he slips a card under 
the wiper on the driver’s side. The 
card reads: “If you have time, we 
would like to clean your windshield 
on the inside and empty the ashtray 
—thank you.” 

Of course, most drivers want their 
windows cleaned. As the attendant 
wipes the glass, he asks, “Have we 
ever serviced your car before?” If the 
answer is no, he immediately fills out 
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a lubrication follow-up card, and so- 
licits a lube job, if the door-jamb 
sticker indicates that it’s needed. 

In the lube bay, mechanics attach 
long yellow streamers to key lube 
check points in the car. Magnets hold 
the streamers on. The streamers serve 
as reminders in servicing the auto. 

According to C&V owners, these 
ideas are all part of a complete serv- 
ice system that keeps packing the 
customers in and makes the cash reg- 
isters jingle. 
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a) BALTIMORE 
James H, [Jim] Klinefelter 


Q BOSTON 
F. W. [Frank] Brooke 


CHICAGO 
E. C. [Ed] Messervey 


0 CINCINNATI 
John J. Byrne 
5 | CLEVELAND 
F.C. [Jack] Webb 
DALLAS 
A. C. [Bob] Swygard 
© DENVER 
E. P. [Ted] Muller 


DES MOINES 
Frank R. Johnson 


Q DETROIT 
M. T. [Milt] Obee 


HOUSTON 

Robert F. [Bob] Vogel 
INDIANAPOLIS 
George W. Gille 
KANSAS CITY 

C. L. [Charlie] Sparks 


LIVONIA 
F. W. [Ted] Busch 


LOS ANGELES 
A. R. [Al] Sedgebeer 


MILWAUKEE 
R. E. [Ralph] Wilkinson 


MINNEAPOLIS 
James H. Jim] Thurow 


NASHVILLE 
J. McEwen Cherry 


NEW YORK 
H. F. [Hal] Freyer 


PHILADELPHIA 
R. E. [Rich] McConnell 


PHOENIX 
Lee Vaughan 


PITTSBURGH 
John F. Young 


SAN FRANCISCO 

R. E. [Bob] Sanderson 
SEATTLE 

W. J. [Joe] Pratto 
TOLEDO 

John F. Neff 
TORONTO, ONTARIO 
G. B. [Gord] Grossett 


VANCOUVER 4, B. C. 
Ross L. Richards 


® 
© 
© 
© 
© 
© 
© 
© 
© 
20) 
@ 
22) 
23) 
®@ 
23) 
© 
@ 


EXPORT 
P. A. [Pete] Karl 


AROLUBE 


These are the friendly AROLUBE Division 
Managers whose sales-and-service staffs are nearby 
to assist you in all parts of the nation! 
The combined experience of these 27 lube equipment 
experts totals 324 years... each man averaging 12 years with 
ARO! This means—the ARO Manager who serves your area can 
bring a wealth of know-how to your problems of lube department 
planning and service. He can help you step up lube profits! 
It will pay you to call on this man and get acquainted. Ask him about 
the fast build-up of profit when you go modern... go overhead with ARO! 
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service 








Go overhead ... go modern with 
AROLUBE Reels to save time 
and increase your profits! Choice 
of reels for chassis, gear, motor 
oil, air, water, automatic trans- 
mission service. Today more 
than ever it pays to go overhead 
to get ahead! 





THE ARO EQUIPMENT CORPORATION 


GENERAL OFFICES -BRYAN, OHIO «+ Plants at Bryan and Cleveland, Ohio 
Aro of California, 3141 S$. Grand Ave., Los Angeles 7, Colif. 
Aro Equipment of Canada, itd., Toronto 15, Ont. 
Offices in All Principal Cities 


® 
LUBE EQUIPMENT 


Beat ile wal, te 
EQUIPMENT 
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When accuracy | 


is essential... 


direct reading 


OPW 
TANK 
GAUGES 


» give true liquid level 


SAVE TIME—REDUCE HAZARDS 
ELIMINATE CLIMBING ON 
TANKS—“STICKING” 


* ioe content instantly read at ground 
evel. 
© Simple to install, easy to operate. 


No. 267 BOTTOM READING TANK GAUGE 


Gauge consists of a copper float, operating 
from a minimum liquid level, suspended 
and counter-balanced to actuate readable, 
graduated stainless steel tape. Ball bearing 
swivel connecting float to tape prevents any 
possibility of tape twisting. Tape travels 
over flat ground ball bearing sheaves. A 
counter-weight, which winds on an integral 
drum, counter-balances the float. 
Maximum recommended tank height — 
15 ft. 


No. 277 BOTTOM READING 
TANK GAUGE 


Similar to No. 267 with ex- 
ception of the float guide. 
Float is held plumb by monel 
cables which are attached to 
an anchor at base of tank and 





OPW CORPORATION 
2735 Colerain Ave. Cincinnati 25, Ohio 
Kirby 1-5400 
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What They’re Saying 


About efficiency as the key to the jobber’s 


future ... 


r<$ Margin alone is not the answer to 
profitability and few distributors would 
seriously expect their supplier to guar- 
antee them a net profit. The distributor 
will continue to play a vital role in 
petroleum marketing so long as he 
realizes that he has established this 
position by his ability to operate more 
efficiently than can a large company 
on a direct basis . . . Efficient, aggres- 
sive effort and the ability to cope 
with basic changes in the market are 
necessary to insure this continued 
profitability. This is a sure exercise of 
statesmanship in marketing.” W. L. 
Spencer, sales manager-direct sales, 
Union Oil Co. of California. 


6¢ We would welcome an objective 
study of service station dealers, for 
we think it would show the vast 
majority are prosperous, independent, 
worthwhile merchants, leaders in their 
communities. And a great majority are 
fully satisfied with relations with their 
suppliers—particularly their jobber 
suppliers.” F. D. Bertch, H. B. Hilts, 
W. Simon, Empire State Petroleum 
Assn., before House Small Business 
subcommittee 


&¢ Debtors are paying bills slower 
now than several months ago. This 
slowdown comes at a time when in- 
come is at an all-time high. What will 
happen if a downtrend comes along? 
Now’s the time to back up optimism 
with real collection efforts.” Kenneth 
G. McKay, credit manager, New Eng- 
land division, Gulf Oil Corp. 


66 The advertising department 
shouldn’t be put to work on ads until 
sales, advertising and agency all have 
a clear idea of what the marketing 
target is—and how they are going to 
achieve it.” Roger H. Bolin, Westing- 
house Electric Corp. before Atlanta 
Advertising Institute 


6¢ Being a jobber is harder than play- 
ing football. I used to have ten fellows 
helping me; now I have to depend on 
myself.” Charlie (Choo Choo) Justice, 
Phillips jobber, Hendersonville, N. C. 
(former All-American halfback for 
North ‘Carolina U. and Washington 
Redskins) 


credit collections .. . 
battery warranties . . 


extended 


. poor station locations 


(€ No one wins a warranty race. 
There are bound to be more adjust- 
ments before the expiration of an ex- 
tended warranty than during a more 
realistic one. The better dealers aren't 
happy over the way extended warran- 
ties are cutting their normal profits. 
And the FTC is already investigating 
the more flagrant misuse of such war- 
ranties as a sales tool.” D. P. Wigman, 
Pure Oil Co. before Oil Industry TBA 
convention 


66 We have found that dealers suffer 
in varying degrees from a fear of not 
being accepted on a par with other 
business people. I have heard dealers 
deprecate themselves with the term 
‘grease monkey’, but I have never 
heard those words in my company or 
from my friends. I don’t ever expect 
to.” C. J. Guzzo, vice president, do- 
mestic marketing, Gulf Oil Corp. 


6¢ There are many members of Con- 
gress who do not recognize, or do not 
want to recognize, the fact that many 
of the smaller companies are more dis- 
turbed by pressure from large unions 
than they are by any activities of their 
larger competitors.” G. B. Hunter, 
president, National Petroleum Assn. 


(Even a professional couldn’t make 
a living at some of our locations. We 
seem duty-bound to keep open truly 
marginal stations—or to use a more 
understandable term, double dogs.” 
Harry I. Holbrook, supervisor of retail 
sales, Union Oil Co. of Calif. 


661 wish I could say that we have 
no logistic weakness, but I cannot. We 
are seriously deficient in bombproof 
storage facilities for fuel oil and other 
petroleum products. Today there is 
only one great bombproof fuel storage 
for our ships. That is at Pearl Harbor. 
There should be a similar storage in 
Guam to insure our Navy and 
Merchant Marine complete freedom of 
movement in the Pacific. The situation 
on the Atlantic side is even worse. 
Bombproof oil storage of ample ca- 
pacity for our Navy and Merchant Ma- 
rine, both on our Atlantic Coast and 
well to the eastward, is a strategic and 
logistic must.” Fleet Admiral Chester 
W. Nimitz, U. S. Navy. 
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L/ Air operated chassis 
Graco’s| ye 
. >, “oo 
“E” ij g 
portable ine >] 


a 


mounted 


Air operated chassis hi q 
grease unit — dolly 


Now... 


powered by 
the new 


| 


FIRE@ BALE PUMP _I 


GRACO’S GREAT ECONOMY LINE of EXPOSED DRUM DESIGN of the Eline “® 
lube equipment is now even a better permits full display of brand name 
buy —it’s powered by the new lubricants. Choose these dolly or 
Fire-BALL Pump! truck mounted units: air powered 


THE FIRE-BALL has the same proven H.P. chassis lubricator and gear lube 


dispensers ...also hand operated 
gear lube dispensers... waste lube 
receiver. Get the biggest bargain 
ever offered in Graco’s economy 
line of lube equipment! 


engineering as Graco pumps used 
in pumping sealers, adhesives, put- 
ties and protective coatings in in- 
dustry. Now this tremendous reserve 
power...this high pressure delivery 
is available to service stations too. Sead G SN 
The Fire-BaLt provides dependable end For Graco’s New 

service in any lube department. Automotive Catalog Today! 


Waste oil unit 


“onl of the FUMK@ RMLs 


ail e Twin poppet-type intake e Seamless steel high pressure 
and exhaust valves riser tube 
© Cast aluminum piston— e Large ports for unrestricted 
micro-finished movement of lube 
e Ball check foot valve 


e New nylon seal guards e New slotted strainer 


e Flange mounted cylinder = ¢ Balanced—center line 
GRAY COMPANY, INC. head with “O” ring seal design 
Engineers and Manufacturers 
732 Graco Square * Minneapolis 13, Minnesota 


Factory Branches: NEW YORK (Long Island City) © PHILADELPHIA e@ DETROIT * CHICAGO «© ATLANTA « HOUSTON  — SAN FRANCISCO 

















lubrication lift! mechanic's lift! 


hore@ FRAME PICK-UP LIFT 


with Airdraulic Jack 





LUBE AND REPAIR JOBS! 


ROTARY FRAME PICK-UP 
SUPERSTRUCTURE IS 


AIRDRAULIC JACK VERSATILE, FAST, SAFE 


IS STURDY High-profit lube and repair volume gets a big lift with the 
Rotary Frame Pick-Up. This versatile lift loads fast, lifts 
AND DEPENDABLE safely, and makes all undercar parts easy to reach. 


‘ ™ Easy spot wheel grooves (lagged to floor) 
In more than 30 years of auto lift manufactur- 


ing experience, Rotary has developed a jack 
without equal in the field. Airdraulic (semi-hy- 
draulic) operation is dependable and economi- 
cal. The automatic air bleeder, invented by Ro- 
tary in 1940, assures smooth performance and 
eliminates the need for manual bleeding. Instal- 
lation of the airdraulic jack is simple and inex- 
pensive since there is no external oil tank and 
only a single 2” air line is required from com- 
pressor to air valve to lift. Among the many 
plus features of this superior jack are: 


Hydra-Seal — Proven one- 
piece seal reduces friction, 
eliminates tedious fitting 
and adjustment of packing. 
Anti-Friction Bearings— Pro- 
vide smooth operation, pro- 
tect plunger and permit 
off-center loading. 
Automatic Air Bleeder— EFFECTIVE 
Prevents air pockets, jumpy 
action. Removes all air 
pockets on each cycle. 
Interior Air Line — Special 
tempered airplane tubing, 
will not bend under rough- 
est handling. 
Stop Ring— Positively pre- 
vents plunger from leaving 
casing . . . an important 
safety feature. 
Airline Connection—Elimi- 
wat wl’: *Sewplifice _ Versatile! Rotating pick-up Extra Safe! The base wraps 
Ager Bn 9 arms lift out of sliding base around runner, gripping it 
to provide additional clear- securely for safety when used 
ance when needed. in outboard position. 





Write for catalogs 


ROTARY LIFT CO. 


Division of the Dover Corporation 
Memphis, Tenn.—Chatham, Ontario 


The original manufacturer of hydraulic auto lifts 
... and still the leader 





NEW DEALER MEETING DEMONSTRATION—For a vivid demonstration 
of how carburetor icing causes stalling and how it can be prevented with 
DMF, ask our representative to show you the new single-cylinder engine 
assembly. 

The new unit consists of a small ice tower and a 1.6-horsepower engine 
connected by a glass tube manifold. When ordinary gasolines are drawn 


through the tube, ice forms on a little metal valve and causes the engine 
to stall. But the addition of DuPont DMF to the gasoline prevents any 
buildup of ice. 

To convince your dealers and ¢ s of the advantages of your new 
no-stall gasoline with DMF, we will be glad to help you build your own 
demonstration units. 


ry 





Experiments reveal facts about carburetor icing 


Recent experiments indicate that stalling 
due to carburetor icing occurs even in 
55-degree weather. Moreover, they prove 
that DuPont DMF (dimethyl forma- 
mide) provides the motorist with pro- 
tection against this type of hazard and 
annoyance. 

Stall-prevention is especially important 
in many cars having power brakes and 
power steering—both of which are less 
effective when the car-engine stops. 


Dimethyl! formamide proved 
effective in low concentrations 
Its practical use concentration turned out 
to be under 0.10 volume per cent—in 
other words, less than three milliliters 

per gallon! 


Long stalling season 
Conditions under which your customers’ 
cars can stall also became clearer. The 
“refrigerant” action of gasoline can lower 
the temperature of carburetor parts to 
freezing even on comparatively warm 
days. Generally speaking, temperatures 
from 22 to 55 degrees Fahrenheit can lead 
to carburetor icing when humidity is 65 
per cent or higher. 


Expanding de-icer market 
Motorists are showing an ever-increasing 
interest in gasoline performance. By an- 
ticipating a greater demand next fall for 
gasolines which contain anti-stalling 
agents, you can increase the number of 
your cold-weather customers. Now is the 
time to plan for the day when tempera- 
tures begin dropping below 55 and car- 
buretor icing begins. 


Economy and reduced storage 
DMF offers two important benefits— 
economy and minimum storage-space re- 
quirement. The low volume concentra- 
tion that’s needed represents a real saving 
in freight and blending costs. And, be- 
cause of the high efficiency of DuPont 
DMF, and the low concentration re- 
quired, little storage space is necessary. 

A DuPont Petroleum Chemicals Divi- 
sion representative will be glad to give 
you more detailed information on DMF. 
You can contact him at any of our sales 
offices listed at right. 


SALES OFFICES 
Chicago 3—8 So. Michigan Ave. ... RAndolph 6-8630 
Cleveland 15—25 Prospect Ave. ... SUperior 1-1363 
Denver 2—510 Mile High Center Bidg. . AComa 2-2347 
Houston 2— 

705 Bank of Commerce Bidg. . CApitol 5-1151 
Los Angeles 17—612 So. Flower St. . MAdison 5-1691 
New York 20— 

1270 Ave. of the Americas COlumbus 5-2342 
Philadelphia 2—3 Penn Center Plaza . LOcust 8-3531 
Pittsburgh 22—1 Gateway Center .. ATiantic 1-2933 
San Francisco 4-111 Sutter St. .... EXbrook 2-6230 
Seattle 3—4003 Aurora Ave MElrose 6977 
Tulsa 1—1811 So. Baltimore Ave. .... LUther 5-5578 
in Canada—Du Pont Company of Canada (1956) Lim- 
ited, Petroleum Chemicals, 85 Eglinton Ave. East, 

oronto 12—Ontario HUdson 1-6461 
in Other Countries—Petroleum Chemicals Division, 
Export Sales, 7496 Nemours Bidg., Wilmington 98, 
Del., Olympia 4-5121, Ext. 2962 





LG. U, 5, Pat, OFF 
Better Things for Better Living 
. . « through Chemistry 


Petroleum Chemicals 
E. 1. DU PONT DE NEMOURS & CO. (INC.) + Petroleum Chemicals Division - Wilmington 98, Delaware 





You get more service and protection from 


ALEMITE 


REG, U, S. PAT. OFF, 


..the Lubrication Equipment Leader! 


Service Depots Coast-to-Coast! Alemite maintains 
414 lubrication equipment service depots across 
the country. These service depots maintain com- 
plete stocks of repair parts, economical replace- 
ment kits, loaner equipment, and up-to-date service 
reference literature. They are also equipped with 
special tools and testing facilities. 


Matchless protection! Because Alemite offers only products of proven depend- 
ability and performance, this famous manufacturer can give you complete 
protection in writing. Only Alemite offers all three: (1) a 27-month warranty 
on sealed-in pump powér units; (2) a 12-month warranty on equipment; (3) a 
12-month warranty on high-pressure hose. 


Skilled Customer Service! 
Alemite field service depots 
are staffed with men who 
are thoroughly qualified to 
handle all service and main- 
tenance work on your equip- 
ment. They are schooled in 
proper operation and main- 
tenance, and actually assem- 
ble and disassemble Alemite 


equipment in regular train- 
ing schools at the factory. 
Regular improvements and 
changes keep Alemite serv- 
ice depots modern and up- 
to-date. 


Installation by factory-trained specialists! To as- 
sure the excellent performance which you expect 
from Alemite equipment, plant-trained Alemite 
specialists handle every detail of its installation. 
It’s one more reason why you get quality products 
—and then some—when you choose Alemite! 


ALEMITE 


REG. VU. S. PAT. OFF. 


Division of STEWART-WARNER CORPORATION 
1850 Diversey Parkway, Chicago 14, illinois 
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New Purolator Filters 
for high temperature applications 


A new porous metal filter has been perfected by Purolator 
to handle gas streams up to 1000°F. It is ideal for a num- 
ber of applications in petroleum cracking — such as the 
removal of finely divided catalyst from the gaseous 
product stream of a petroleum catalytic cracking unit. 
Another is in the recovery of products which are finely 
divided particles and are being exhausted along with gas 
streams from the process. 

The one-piece porous element can remove particles 
as small as one micron in size from a wide range of 
fluids, including such corrosive materials as nitric acid, 
hydrochloric acid, sulphuric acid, phosphoric acid and 
strong alkalies. It is made in a variety of diameters and 
lengths, and its radial fin construction can be supplied in 
specified depths and numbers of convolutions to give 
extended area within confined space. Varying flow rates 


22 


are also available. Filters of stainless steel, monel, nickel 
and other metals can be made as required. 

Controlled permeability and uniform porosity are 
other advantages of the new filter. They can be varied as 
to pore size desired. The filter has a higher degree of 
porosity per square inch than is available in any other 
high temperature, metallic filter element, It can handle 
differential pressures of up to 500 pounds per square inch. 

Send in your problem — Dept. SI-530. 


Filtration For Every Known Fluid 


PUROLATOR 


PRODUCTS, INC. 
Rahway, New Jersey and Toronto, Ontario, Canada 


NATIONAL PETROLEUM NEWS ° July, 1957 





If you want to give your customers top quality 


SeGeeeet, winter protection install Fg Co, the 


ay, 


guaranteed all-winter anti-freeze......... It gives 


unsurpassed freeze protection. 5 And gives 


greater protection against rust and corrosion than 


any other nationally (us [advertised brand. Tested 
a 


in the laboratory and on the road! eeegom Place 


your order CE now. Your key supplier will 


make delivery when you want it. And you’re protected 





PEA 











against any price decreases! & 


a 


ANTI-FREEZE 


Here is your 


Commercial Solvents Corporation hereby guarantees that PEAK is made from 
pre oppo. the —_ base material known for all-winter anti- freeze. When in- 
automotive cooling system, ng to printed d ions, it 
is Turther guaranced that PEAK: 
Provides unsurpassed all-winter freeze protection 
* Won't eva es away under any driving conditions 
. = iy oe in the cooling system from rust and corrosion for a 
It winter's driv: 








& Prevents overflow losses becouse of a special anti-foam agent as 
Soo * Won't clog the cooling system — 
Here’s the a . west t harm gaskets and anes hose Re aa Remember to stock top 
. "t creep, leak cooling system tight enough to water 
guarantee you > Wont ere ae quality NOR'WAY® 
hand your Anti-freeze for budget- 
y SATA LEU ARE es 7 ren minded customers ! 
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ADVERTISED IN 


BLIFE 
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accessory sales 





The “Advertised-in-LIFE” symbol builds extra power into 
your selling system .. . because LIFE reaches—and pre- 
sells—your customers. 


In an average community—your community-—LIFE 
reaches 3 out of 5 households in 13 weeks. And LIFE wins 
an enthusiastic response . . . to great stories and pictures, 
and to advertising for famous-name automotive accessories. 

Do what more and more auto dealers, service stations, 
parts outlets and garage operators are doing: feature LIFE- 
advertised brands and emphasize them with the “Adver- 
tised-in-LIFE”’ selling symbol. 


LIFE pre-sells 


more automobile owners. An average issue is read by 30.4% of 
all car owning households. 


more people everywhere. Weekly circulation: LIFE 5,738,226; 
Saturday Evening Post 4,950,061; Look (bi-weekly) 4,191,057 


Sources: July-December 1956 ‘‘As filed 
with the Audit Bureau of Circulations, 
subject to audit.” A Study of the House- 
hold Accumulative Audience of LIFE. 


Motoring America responds to 
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The Big Fl 


Ford’s tandem models 
go modern in a big way. 
GVW up to 45,000 Ib. 
GCW up to 65,000 Ib. 
Up to 212 horsepower. 


ONLY FORD GIVES YOU ALL THESE MODERN FEATURES 


NEW Heavy Duty V-8 engines now have 4-barrel 
carburetion standard. Fresh-air intake with new 
thermostatic control optional on 302 and 332 V-8 
engines. Dual exhausts also available. 


NEW Styleside pickup bodies, standard at no extra 
cost. America’s biggest pickup bodies! Built wider 
with all-steel rugged box section corner reinforce- 
ments and recessed taillights. 


NEW riding comfort! Smarter, roomier Driverized 
cabs and completely new chassis suspension with 
rubber-cushioned springs provide greatly improved 
riding comfort and handling ease. 


NEW power advances! New higher horsepower, new 
freer breathing, new higher compression ratios, new 
Super-Filter air cleaner. New advancements from 
camshafts to carburetors. 


NEW automatic transmission for Medium and Heavy 
Duty trucks! Transmatic Drive ends the strain of 
constant shifting . . . torque-converter and six 
forward speeds automatically provide correct appli- 
cation of power. Fordomatic Drive is available for 
Light Duty models. 


NEW chassis strength! New frames, up to 13% 
stronger. New sturdier springs and axles! 


FORD TRUCKS COST LESS 
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more FORD TRUCKS 
than any other make! 


Why? . . . because on- 


the-job performance and 


low operating costs prove 
FORD trucks cost less! 


Take a tip from the men who buy trucks every 
year. Official truck registration data shows that 
owners of America’s biggest commercial truck 
fleets are buying more Ford trucks than any 
other make! 


Petroleum transporters, large and small, 
have found Ford trucks are best for their fleets, 











too. To begin with, Ford’s initial costs are low. 
Many models are priced below all competitive 
makes. For example, the new Ford Tilt Cab 
models are America’s lowest-priced! * 


And it costs less to run a Ford truck! Thanks 
to modern Short Stroke power and sturdy 
chassis construction, operating costs and “‘shop 
time”’ are reduced. Another important Ford 
plus is longer truck life—a fact certified by 
independent insurance experts. 


Add it all up—you’ll find Ford trucks do 
cost less! Contact your Ford Dealer . . . let 
him show you why the big fleets are buying 
more Ford trucks than any other make. 


*Based on comparison of manufacturers’ suggested retail prices 








New Tilt Cab line offers six series 
from 18,000-lb. GVW to 60,000-Ib. 
GCW. All the advantages of 

“cab forward” compactness, plus 
better engine accessibility. 
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“Say, Larry, | hear you’ve switched 
to ‘Zerone’ and ‘Zerex’ anti-freeze. 


44 
ar eee «|, . I’m convinced that the Du Pont 
name makes it a lot easier for our dealers 
to sell anti-freeze... and profitably, too.” 


Car owners know from experience that products made and backed by 

Du Pont have a reputation for quality, satisfaction and dependability. 

And dealers know that this reputation means more profitable anti- 

freeze sales. The proven selling power of the Du Pont name is only one e 
of the many benefits you get with Du Pont’s Plan for Anti-Freeze Profits. ZERONE® ..1 ZEREX 


Some others are: Two nationally known and accepted brands of anti- ANTI-FREEZE 
freeze serving both the standard and permanent markets; outstanding 
distribution efficiency; and full-time anti-freeze specialists offering you 
year-round sales assistance on ‘“‘Zerone” and “Zerex’— America’s 
largest-selling anti-freeze team. 


REG.U.S PaT. OFF 


Ssh pr BETTER THINGS FOR BETTER LIVING 
E.I. duPont de Nemours & Co. (Inc.), Wilmington 98, Delaware . .. THROUGH CHEMISTRY 
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MR. PETROLEUM SALES MANAGER: 


_ 


A -..can pump new vee aad profits 
| into your dealer's business! 





When your dealers feature General 
Tires, tubes and batteries on racks and shelves, 
they’re offering their customers full 
quality and... making full profits for you and 
themselves on every sale. Why not discover 
today how to sell easier... 
make more with The General Tire, America’s 
proved top-quality money-maker. 


with GENERAL you get 


@ A complete line of passenger, truck and farm tires 
@ Consistent and concentrated advertising help 

@ A complete marketing and merchandising program 
@ Warehouse facilities as near as your telephone 


@ A Sales Training program designed fo boost sales 
and profits 


GENERAL TIRE & RUBBER COMPANY 
Akron, Ohio 
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THOUSANDS OF MILES OF SERVICE 


EATON DEVELOPMENTS 


Extra Stamina 
Makes EATON 2-Speed Axles BEST 


for Modern High-Powered Trucks 


Through continuous advancement in design and metal- 
lurgy, Eaton 2-Speed Axles provide the greater stamina 
needed to meet the demands of modern motor truck 
transportation. They supply the perfect combination of 
ruggedness and light weight, which means that Eaton 
Axle trucks haul maximum payloads, at lowest cost per 
ton—and lowest cost per mile. 


By furnishing the right gear ratio for every operating 

condition, Eaton 2-Speeds reduce stress and wear on Race tina Mees 
engines and all power transmitting parts; they keep Eaton Axles in Trucks Today. 
trucks on the job, out of the repair shop. Operating and For complete information, 
maintenance costs are held down to rock bottom; trucks see your truck dealer. 
last thousands of miles longer, and are worth more when 

traded-in. 


AXLE DIVISION 
EAI MANUFACTURING COMPANY 
CLEVELAND, OHIO 


@ rrovver S: Engine Valves , Tappets . Hydraulic Valve Lifters , Valve Seat Inserts . Jet Engine Parts , Hydraulic Pumps 
Motor Truck Axles , Permanent Mold Gray Iron Castings « Forgings . Heater-Defroster Units . Automotive Air Conditioning 
Fastening Devices , Cold Drawn Steel , Stampings « Gears « Leaf and Coil Springs . Dynamatic Drives, Brakes, Dynamometers 
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..-building 
Tfelatitat: Mmunle tae 
engineered 
for the job, 


at A BUDGET be 


Guardian 


. uniform illumination, 
from roof to grade 

. entirely devoid of hot 
spots or shadows.. 
the most usable /ight per 
dollar of operating 
cost...the most fixture 


per dollar invested! 





Write for your free copy 
of the new Verti-Flood Catalog 


GUARDIAN ight-company 


$00 NORTH BLVD., OAK PARK, ILLINOIS 
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Progress Model 90, 1200 gal., 3 compartments. 
Mounted on Chevrolet Model 6403, 84” C-A, 154” WB. 
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Tops in performance, design and service, Progress truck tanks are 
custom built to meet particular requirements. Available in any capacity 
and number of compartments, Progress custom built truck tanks 

do particular jobs better. Call, wire or write Progress or your 

nearest Progress representative for complete facts on all modern 


Progress truck tanks. 


4% 
"4 


ty 
MANUFACTURING COMPANY, INC. 
ARTHUR: ILLINOIS 





ONLY ARMSTRONG TIRES 
PACK THIS PROFIT PUNCH! 


10 SECOND DEMONSTRATIONS 
MAKE LIFETIME 
CUSTOMERS! 


Salesman puts patented Safety 
Discs in fist like this — shows 
why Armstrongs stop deadly 
skids as no other tires can! 


MR. TBA MANAGER: TIRED OF “‘LOW-PROFIT’” SQUAWKS FROM YOUR DEALERS ? 
Give them Armstrong Tires! The profit’s bigger. And full-price sales 
are easy— because customers can see the exclusive Safety Disc feature. 


* Armstrong Tires are easier to sell profitably. First, because Plus 2 sales clinchers! 
the profit is bigger to begin with. Second, because your GUARANTEE 
dealer isn’t selling “just a tire”. He is selling a better tire 
: “ S aan9? Longest, strongest in the industry! 
with the “Ounce of Prevention” feature any customer can see. Uncenditional LIFETIME road 


First tire tread in 18 years to win a U.S. mechanical patent! Magers tome, Comapenel 


Armstrong Safety Disc Tires grip the road to stop skids ADVERTISING 

as no other tires can. Let us show you the evidence. 

The hardest-hitting, most persistent 
Customers want this added safety. Armstrong’s powerful campaign in tires . . . hammers home 
national advertising tells them about it. Once sold, Armstrong the same tested story over and over. 
buyers stay sold .. . come back for more Armstrongs. Why 
not give your dealers this unique competitive “plus”! 








GET THE ARMSTRONG STORY! 
ARMSTRONG RUBBER CO., HOME OFFICE, West Haven, Conn. LIFE, POST . . . TELEVISION 
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the NeW Ingersoll-Rand 


- forel 


+++@ motorcompressor designed to meet 
the specific needs of today’s modern 
service station and repair shop. 


sa) 

it’s compact 

A Channel-flo requires less than half the installation 
space of a tank-mounted, belt-driven compressor of 
comparable size. 


s s a 

it’s efficient 

Balanced opposed-piston construction with the time- 
tested I-R Channel Valve means better performance 
with greater economy. The compressor is mounted 
directly on the motor shaft, completely eliminating 
main bearings. 


it’s modern 


There are no belts or couplings so a guard is not re- 
quired. The new Channel-flo is safe, reliable and com- 
pletely new. 


it’s economical 


Moderate first cost, minimum maintenance, low-cost 
operation, continuous service rating . . . are just some 
of the reasons why the I-R Channel-flo should be your 
top choice for a dependable air supply. 
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POWER TIP 
as Chrysler 


‘57 Mobilgas 


Victory is further proof 
that POWER TIP design gives 


better initiation of combustion 
for top performance and 
economy at all speeds 


The 1957 Mobilgas Economy Run gives dramatic 
evidence of Power Tip’s ability to give top perform- 
ance and top economy in all kinds of driving. For 1568 
miles, in the mountains, on the highway, and in city 
traffic, Power Tip sparked every winner to victory. 
Here’s how Auto-Lite Power Tip operates to give this 
outstanding performance. 

In today’s overhead-valve engines, you can’t win the 
battle of combustion from the “sidelines.” The pro- 
jecting ceramic tip—the Power Tip—extends the 
spark gap inward toward the center of the combustion 
chamber. Ignition takes place closer to the heart of 


LOW PRICE CLASS 


5 


Won by a PLYMOUTH BELVEDERE V-8, 
driven by Mary Davis. 52.6211 ton- 
miles and 21.3907 miles per gallon. 


Won by a DODGE CORONET 500 V-8, 
driven by William J. Losher. 55.8920 
ton-miles and 22.0047 miles per gallon. 


the fuel mixture, and fuel burns more evenly and 
completely with these results. . . 

At low speeds, the projecting Power Tip gets hot fast, 
operates hotter to burn away fouling deposits which 
impair engine performance in city driving. At high 
speeds, the Power Tip is actually cooled by the richer 
air-fuel mixture to check power-wasting pre-ignition 
caused by overheated spark plugs. Power Tip “fires 
up” at all speeds! 

Power Tip is available for all overhead-valve V-8’s 
and for most overhead-valve 6-cylinder engines in 
all of America’s 18 makes of passenger cars. 


THE ELECTRIC AUTO-LITE COMPANY ¢ TOLEDO 1, OHIO 


PERVISED BY IMPARTIAL ORGANIZATION 


The Mobilgas Economy Run, spon- 
sored annually by Socony-Mobil, is 
rigidly supervised by observers pro- 
vided by the Sports Commission of the 
United States Auto Club. Observers in 
every car make sure that cars operate 
at legal speeds, are never coasted, and 
observe all traffic laws. 


LOW MEDIUM PRICE CLASS 


Won by a CHRYSLER SARATOGA V-8, 
driven by George Alsbury. 56.7267 
ton-miles and 20.7032 miles per gallon, 





fires up all winners 
-built cars sweep 


Economy Run 


we 


HIGH PRICE CLASS AND 
SWEEPSTAKES WINNER 


= Won by an IMPERIAL CROWN driven 
by Mel Alsbury, Jr. 64.5153 ton-miles 
with 20.9465 miles per gallon. 


i (SSaBBaiare 


AUTO-LITE 


RESISTOR SPARK PLUG WITH 


POWER TIP 






























REMOTE 
mo MP 


f") Af 
DEPENDABILITY 
assures marketers high-reliability service with 
submerged pumps serving multiple pedestals 


BHOORR ES 
FRANKLIN DESIGN curs costs 


EASY-DISCONNECT UNIT 
Dependable performance cuts your 
maintenance costs and ee 

the -di po unit 
necessary, easy-disconn ee 

quick removal of the pump 
motor. Plug-in electrical 











gy 
overload or low-liquid level conditions. _ 


GASOLINE-LUBRICATED BEARINGS 
Force-lubrication of all with 


HERMETICALLY SEALED CASE - 
The all-welded, stainless — Pos 


struction assures permanent and 

seke sustothon $06 ase ooes aha 
to assure continuing dependable elec- _ 
trical performance. . 





HI-LOAD THRUST BEARINGS 
Pump 














WRITE FOR Banish vapor locks, explosion hazards, leaky stuffing 

> boxes and priming problems while obtaining maxi- 

THE FACTS mum output at the pedestal for less cost. Franklin 

about , a Motors are known for dependable and efficient oper- 

BE | f. 3 = ation. It pays to insist on the best for a remote 
Leek st aa : ‘e 


or booster system. 
Moetow 
for REMOTE and 


BOOSTER PUMPS Franklin Electric Co., Inc. 


345 EAST SPRING ST. © BLUFFTON, INDIANA 
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DIVISION OF FRAM 
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Let our years 
of experience in the 
design and fabrication of 
these tanks help in your planning : e 
of meter calibrating tank | 


installations. 


Built to API code 1101 
(tentative) and API-ASME 
codes. Corrosion resistant interior 
coatings available. Write for 


complete information. 
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FEDERAL HIGHWAY PROGRAM 
PAVES WAY TO GREATER 
SERVICE STATION VOLUME 





Increased el created vy 
new roads will benefit all. 


The 33-billion dollar federal highway program is sure 
to bring business to service stations everywhere. 

For the more good roads the country has, the more 
Americans will travel to all parts of the land, stopping 
at stations on and off these new highways. 

But new highways are not alone in stimulating 
travel. Cities Service Dealers do likewise with free 
maps and information from the Cities Service Touring 
Bureau. 

The Touring Bureau plans best routes to fit the time 
schedule and purpose of each customer's trip. 

Thus, Cities Service Dealers build travel, build good 
will, and build business simultaneously. 





Station Dollar Volume to 
Increase 26% by 1960! 


Things look good for thé alert service station 
operator. 

Average dollar volume is expected to rise 
26% by 1960 and nearly 50% by 1966! 

Based on past history, the outlook is even 
brighter for Cities Service Dealers. In the last 
ten years, Cities Service station volume has 
increased 60% ! 





Cities Service Backs Dealers and 
Distributors with Biggest 
Advertising Push Yet 


400 radio stations...600 news- 
papers...top rated television 
shows...and countless posters 
and billboards are now telling 
motorists of the greatest gaso- 
lene development in Cities 
Service history. 

Never before has Cities 
Service advertised so heavily, 
so constantly...and never be- 
fore has it had a better story 
to tell. 

For Cities Service has 


scooped the petroleum industry with new fuels for every type 
of car, not just a single new premium fuel. 
Already, Cities Service Dealers report large sales increases 


from these new gasolenes . 


.and all agree the best is yet to 


come. The big Cities Service advertising push assures it. 














Cities Service Dealer Sells 
$1452 Worth of Tires in One Month! 


Frank Capuro’s secret is 
simple. 

First, he decorated his Phil- 
lipsburg, N. J. station with 
pennants ...next, strung tires 
from the pump island...then 
placed handbills and tire in- 
spection reports on cars for 
miles around. 

Result: with materials avail- 
able to any Cities Service 
Dealer, Frank sold $1452 
worth of tires and tubes in 
one month. Who says it can’t 


be done! 


Cash in on Bigger Profits as a 
Cities Service Dealer or Distributor 


Never before has the outlook for Cities Service 
dealers and distributors been more profitable. Never 
before has Cities Service offered so much incentive, 
so much assistance to new dealers and distributors 

If you're interested in the full Cities Service sto: y 
write: Cities Service Oil Company, Sixty Wall Tower, 


New York 5, N. Y. 
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More and more car owners are rolling into service sta- 
tions all over the country, asking for WIX Oil Filter 
Cartridges. WIX tells your customers, in LIFE and the 
SATURDAY EVENING POST, about the damage that 
dirt and grit in motor oil can do to a car engine, And, 
“when motor oil becomes a dirty word”—WIX is THE 
Oil Filter to use! WIX not alone brings ’em in, but also 
gives you the most advanced selling aids in the business 

. the time-saving, profit-producing sales tools that 
MAKE your station a profitable Filter Service Center. If 
you don’t have the WIX-O-MATIC Sales and Service 
Plan operating for you right now, you're losing sales! 
For, you can have it FREE to speed your service and 
step up your profits—-PLUS GUARANTEED SALES! 
Get the WIX-O-MATIC story from your Jobber or write 
us direct right now. 


9 WIX-O-MATIC 


The money-making Filter Service 


quick and profitable — the right Car- 
tridge, always at your fingertips. 


Mini y ° 
OIL FILTERS AIR FILTERS GUARANTEED SALE! And, you com 
AUTOMOTIVE * INDUSTRIAL * RAILROAD have WIX-O-MATIC — FREE, Ask for 
WIX CORPORATION + GASTONIA © N. C. 


In Canada: Wix Accessories Corp. Ltd., Toronto 


Weex 


POLYMITE AIR FILTER “SPIN-ON” TYPE 
Another BIG Profit-Maker from WiIX—for Oil FILTER FOR 
des ot longe..syot meine Wh ai OLDSMOBILE 
ww s. Tes w less pressure 
High porosity POLYMITE > sar deen ge ctor thovsands , — —— 4 Ont lan 
Grant cgi seal against by-passing. An outstanding hard-to-get-at Full-Flow Filters on these 


alr through! imbedded in exam ple of WIX Engineered Filtration. cars to use the new WIX Spin-On 


plastisol seals with corrosion Get the facts and prices from your WIX Filter that is original equipment 
resistant metal shields. Jobber, TODAY! on 1957 Ford Family cars 
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that helps build oil sales for you! 


1967 is the anniversary year of Canco’s 
introduction of the now familiar motor oil 
can, and Canco is commemorating it with 
powerful advertising that directly benefits 
every Canco customer in the oil industry. 
Reproduced here are some examples. 


The TV scenes are from two special “‘oil’’ 
commercials shown May 20th on Canco’s 
top-rated network program, NBC NEWS. One 
of these messages reminded viewers of the 
importance of “‘on time” oil changes, as 
recommended by the API; the other pointed 
out the convenience and dependability of 
today’s refinery-sealed oil in cans. These 
messages to consumers work for you! 


The advertisement at the right appeared 
in a recent issue of Super Service Station, 
a, publication read by station operators 
everywhere. As you can see, this ad drives 
home the big 3-way gain made when station 
men recommend ‘‘on time” changes. This 
message to oil retailers works for you! 


You can count on Canco for everything 
you need in packaging —containers, service, 
research, and advertising support. 


WATCH NBC NEWS ON TV, presented 
alternate Mondays by Canco, for additional pro- 
motions in this series on automotive products. 
Check your local newspaper for time and channel. 


COME TO > FIRST! 


AMERICAN CAN 


NEW YORK «+ CHICAGO + SAN FRANCISCO 
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For the / i \ ] 
Customer's satisfaction ... for the good of his car's i 
Sor your own profit... aes 


RECOMMEND “on TIME” OIL CHANGES! 


You know, but few of 
vitally important your customers realize 
a proper lubrication is to Pre} woe 
tomer depends engines. Recause the cus. 
perform an important sorte eS i tp shape, you 
these facte- service when you remind him of 


os MIGHWAY DRIVING 
nter-city trave! 
with little eons tae dust-free roxds, 





Mot ever 2,000 mites 
* Based on oil change 
the American Petroleum Inati 


The world’s finest motor cil comes in ¢ 


AMERICAN CAN COMPANY. new vc 


COMPANY 


i GENERAL CRAFTING CO., INC. 





ale -lleie) He 


IN HISTORY 


#10 TUNG-SOL “HEART” 
FLASHER ASSORTMENT 


5 Flashers on a Sales-Pulling Card* 


BACK-UP STOCK STACKER 
5 Flashers to keep Display Card Complete* 


SERVICE GUIDE 

Handy Direction Signal Servicing Instruc- 
tions Plus Flasher and Lamp Replacement 
Chart for All Domestic Cars. 


*Heart contains: 1 P229D, 
1 Univ UP229D, 1 A2298, 
1 P273D, 1 AP273V 
Stacker contains: 1 P229D, 
2 Univ UP229D, 1 P273D, 
1 AP273V 


FLASHING DIRECTION SIGNALS 
ARE REQUIRED BY MOST STATES... 
YOUR CUSTOMERS EXPECT YOU TO KEEP 
THEIR SIGNALS IN WORKING ORDER... 


THE “HEART” KIT SERVICES 100% OF ALL FLASHER REPLACEMENT NEEDS 


Get in on this big, growing market! Tung-Sol Flashers are easiest of all to sell because they’re the ones all 
car manufacturers use, and customers want initial equipment reliability when they’re complying with the law! 
They’re easy to install, too! Be ready: Stock the ‘“‘Heart,”’ the kit that 
services 100% of all your replacement needs! 


Round out a 


service with... 


ELECTROSWITCH DIVISION, TUNG-SOL ELECTRIC INC., Newark 4, N. J. 


Sales Offices: Atlanta, Ga,; Columbus, Ohio; Culver City, Calif.; Dallas, Tex.; Denver, Colo.; Detroit, Mich.; 
Irvington, N. J.; Melrose Park, Ill.; Newark, N. J.; Philadelphia, Pa.; Seattle, Wash. Canada: Montreal, P. Q. 
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ANEW OPERATOR 


by the originators 
of cable control in 1933 
for truck tanks* 


Now, Philadelphia Valve offers a new cable control 
operator which is more compact, more rugged and 
weighs only half as much as our previous model. 
Side frames are of heat-treated aluminum with steel 
cross braces. Levers are of malleable iron, shorter 
and heavier in section, with oilless bronze bearings. 
Malleable iron offset links can be attached to either 
one of two holes providing cable movement of 1% 
in. for older types of emergency valves or 2 in. for 
newer larger valves. 











Other outstanding features of this new 








operator include the following: 





@ Fusible link that will melt in case of fire, permitting a spring- 
loaded trip mechanism to close the valves. 


@ Provision for manual tripping from two or more remote points 


@ The end frames are provided with slots so that the operator can 
be converted into a selective type simply by adding a slotted bar 
that slides into the slots 





Adaptable to pulley operation when desired (ball bearing pulleys 
are available) 


In any size frame from 1 to 10 compartments (5-compartment 
operator is only 8 1/8 in. wide x 103/16 in. deep x 1511/16 ° 
in. high and weighs only 14.4 Ib.) 








Operator can be mounted in any convenient position. 


Send for detailed information and prices US. Patent No. 1,932,972 





PHILADELPHIA VALVE COMPANY 


ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA 34, PA, 


DISTRIBUTORS 


NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS. « OIL MARKETING EQUIPMENT 
COMPANY, 325 FREMONT STREET, SAN FRANCISCO 5, CALIF. e HOWARD SUPPLY COMPANY, 5125 SANTA FE AVENUE, LOS ANGELES 11, CALIF. 
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271 Manufacturers of 
Precision Engines Specify 
FRAM as Original Equipment 


No other filter line on the market is used on so many vehicles 


or specified by so many manufacturers. Here’s why: 


© FRAM pioneering research has introduced more new devel- 
opments in filtration than any other manufacturer— 
for example, the revolutionary new Fram Filtronic® 
Carburetor Air Filter and the new Easy Change Oil 
Filter. 


FRAM advertising and merchandising brings more customers 
® to your dealers. 


FRAM Filters are preferred by more motorists than any 
other brand. 


Add more cartridge sales . .. more oil and TBA sales and you have 
even more proof that Fram is America’s best known, most ad- 
vanced filter line. Prove it to yourself in a test area of your own 
choosing. You’ll know why F Ram belongs in your TBA program. 
Write or phone now for details that make profit sense for you. 


FRAM Corporation, Providence 16, R.1. Fram Canada Ltd., Stratford, Ontario 


OlL « AIR » FUEL + WATER 
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GREASE 


American Potash & Chemical Corporation, through its subsidiary, 
American Lithium Chemicals, Inc., is a basic supplier of Lithium 
Hydroxide Monohydrate —vital to high quality multi-purpose greases. 


one grease...in place of many 
...£0r industrial lubrication needs! 








Multi-Purpose Grease provides 
these outstanding properties... 


¢ Water resistance 

« High temperature bearing performance 

¢ Low temperature pumpability 

¢ Greater chemical and mechanical stability 
¢ Stepped-up oxidation resistance 

e Rust and corrosion prevention 


lisesi iateebianeisal 





“ONE-TYPE” grease for every purpose can now prevent the 
misapplication of lubricants in equipment, provide economies in 
storekeeping and manpower by eliminating special-purpose grease 
products. Lithium-base, multi-purpose lubricants simplify 
maintenance and minimize dispensing equipment required in 
industrial, farm and mobile equipment. A vital ingredient in 
these tough and versatile greases is Lithium Hydroxide 
Monohydrate, which imparts the ability to withstand wide 
ranges in temperature, water contamination and variable loads 
and speeds. For everything—from electric motors to locomotives — 
lithium-base greases will do the job and do it better. 


Write for informational bulletin containing technical data on Trona* Lithium Hydroxide Monohydrate. 


@TRADEMARK APACC 


Corporation 


+ 3030 West Sixth Street, Los Angeles 54, California 
99 Park Avenue, New York 16, New York 


Producers of: BORAX + POTASH « SODA ASH + SALT CAKE + LITHIUM + BROMINE » CHLORATES +» PERCHLORATES 235 Montgomery Street, San Francisco 4, California 
* MANGANESE DIOXIDE + and a diversified line of specialized agricultural and refrigerant chemicals 1320 S.W. Broadway, Portiand 1, Oregon 


214 Walton Building, Atlanta 3, Georgia 
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For farms, institutions, estates 


NEW, LOW COST, HIGH QUALITY 
PUMP WITH ROLLER CLOCK 


Here’s a new, quality-built pump for fast,easy § two other models: FMP-2 with 20-gallon dial 
fueling on farms, institutions and private and standard meter; and the FMP-3 without 
estates. It’s the Gilbarco FMP-4, an electri- meter. 
cally-operated pump that costs little to buy. You get more pump for less money with a 
The Gilbarco FMP-4 has the same high Gilbarco FMP! For further information write to: 
quality and dependability that have made 
Gilbarco pumps the standard throughout the 
world. The FMP-4 features the same, smooth- 
running, trouble-free rotary pump used in 
Gilbarco service station models . . . an adjust- 
able meter . . . new roller clock .. explosion- 
proof 4% HP motor... rigid heavy steel con- 
struction . . . long-lasting Bonderized enamel 
finish. It’s easy to install and easy to use. 
Gilbarco Farm Pumps are also available in 


NATIONAL PETROLEUM NEWS * July, 1957 





Only 
ALEMITE 


con-theneat 


corrects both up-and-down and 
side-to-side unbalance...handles all size wheels, 
including new 14”! 


®@ Balances wheels completely — without attach- 
ments! 


®@ Exclusive Alemite “Vue-Scale” Meter gives pane nee 
positive visual proof of balancing! || 


And ALEMITE offers you a KINETIC UNBALANCE DYNAMIC UNBALANCE 
2 Alemite corrects all unbalance right on the car—at 


FREE DEALER SIGN! vp 2 100 miles an heer! Registers vibrations ee cect te arte of on 


to identify your service department 
with the powerful nationally adver- 


_, LIBAN 


REG. U. S, PAT. OFF 


Division of STEWART-WARNER CORPORATION 
Dept. \S-77, 1850 Diversey Parkway, Chicago 14, Ill. 
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Foaming in different experimental antifreeze formulations is analyzed by special laboratory equipment. 


Dow reports on your company’s brand of antifreeze 


Today's antifreeze must be constantly improved to keep 
pace with modern high-compression engines. That's why 
your company tests and retests its own brand for equilib- 
rium boiling point, foaming, corrosive effects, seeping, 
reserve alkalinity, and many other factors. 

It’s tested not only in your company’s own laboratories, 


under actual winter driving conditions, but also by out- 
side research organizations. At Dow, for example, a close 


check is made on foaming. Excess foaming can cause anti- 


freeze to escape through the overflow. 


Because of this tireless research and study, there isn’t an 
antifreeze made today that’s any better than your com- 
pany’s. You can recommend it and sell it with the same 
confidence you and your customers have in the other 
fine products your company makes. 


From every standpoint, it’s good business to sell one fam- 


ily of quality products. Order your company’s brand of 


antifreeze now. 


THE DOW CHEMICAL COMPANY, MIDLAND, MICHIGAN 

















HE CAN'T salle. THE BATTERY FOR TODAY 


RATTLE ME! O 


YOU MEAN YOU HAVE 
U.S. PEERLESS 
BATTERY SEPARATORS 





Here’s why 
Peerless-equipped 


oS a 
Y ~ batteries are 
\ f— st __ immune to 


a 
Zz vibration 
a 


i 


\ 


Ld damage 


ee 
* 


Automotive batteries undergo plenty of vibration and jarring, causing 
plates to injure ordinary battery separators. This results in shorts and 
battery failure. But U.S. Peerless® Rubber Battery Separators, because 
of their high abrasion resistance, stand up under vibration—even outlast 
the plates. They are true battery protectors. 

U.S. Peerless cannot be harmed by battery acid, heat or plate 
pressures — will not get mushy or soft in service. Protect your battery 
investment — make sure your batteries have U.S. Peerless Separators. 
United States Rubber, Rockefeller Center, New York 20, N.Y. 


Mechanical Goods Division 








NV OW! vu FIRST - AND ONLY - COMPLETE . . . 
SURVEY OF CONSIGNEES 


MADE under the auspices of the AP| — published in the 
August issue of NATIONAL PETROLEUM NEWS — informa- 
tion never before available! 


YOU HAVE, in this first-time survey, the facts and figures 
you want to know about the important consignee segment 
of oil marketing. This survey is based on reports from 
8,814 consignees of 28 companies. 


GALLONAGE, sales volume, kinds of oil products sold and 
TBA, number of retail outlets owned and supplied, percent- 
age of products sold to residences, farms, commercial firms 
— yes, even reports on what the consignee thinks about his 
suppliers — all the facts you want to have at your fingertips 
about consignees and their operations. 


Everything you want 


to know about consignees DID YOU KNOW ... 





FIRST CLASS 
PERMIT No. 64 
(Sec. 34.9, P.L.& R.) 
NEW YORK, N. Y. 
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No Postage Stamp Necessary if Mailed in the United States 











4¢ POSTAGE WILL BE PAID BY — 
McGRAW-HILL PUBLISHING CO., Inc. 


NATIONAL PETROLEUM NEWS 


330 WEST 42nd STREET 
NEW YORK 36, N.Y. 


NEW Subscription Order 


Please enter my subscription to NATIONAL PETROLEUM NEWS 
for ONE YEAR at $5. 


Check here if you prefer THREE YEARS at $10. 
Payment enclosed [_] Bill me later 











Positi 








THE CONSIGNEE 
1S IMPORTANT! 
GET TO KNOW 
MORE ABOUT HIM! 


[J Oil Jobber = MAIL THIS CARD! 


Foreign Rates (1 Year) ~ Canada $6 — Latin America $10 — All Others $15 NP—7-57 








ATTENTION!-NON SUBSCRIBERS! 


RECEIVE FIRST-HAND — — 


.». and on time, for your reference and use, the wealth 
of new oil marketing information which NATIONAL 
PETROLEUM NEWS brings you each month . . . that 
will help you solve many tough oil marketing problems 
and give you ready access to NPN’s 3-way service of 
news, prices and practical ideas for cutting costs and 
boosting sales. 
Don't wait in line for a “hand-me-dowe” 


EVERY MONTH HAVE YOUR PERSONAL COPY — — 


. . . of NATIONAL PETROLEUM NEWS sent directly 
Mat ional to your home or office regularly every month and begin 


building a valuable and useful, lasting reference library 


(Petroleum — by subscribing today. 


Nlews Detach, Fill-in and Mail the Handy 
NEW Subscription Order Card Below! 





Brings you: 


ee Subscription Order 
poe ema NEW P 


reduce product loss . . con- Please enter my subscription to NATIONAL PETROLEUM NEWS 
trol credit . . train and keep for ONE YEAR at $5. 
employees. Check here if you prefer THREE YEARS at $10. 


Payment enclosed [_] Bill me later 











Name. Position 








NPN gives you a steady ieee 
flow of information month Address: tusiness 

after month about every City. 

trend in oil marketing in 

terms of its effect on the Company: 
independent jobber and con- : (Check One) | am . os gag LJ Oil Jobber 
signee, such as .. imports | Foreign Rates (1 Year) — Canada $6 — Lafin America $10 — All Others $15 NP — 7-87 
. . Girect delivery .. mer- |: 
chandising TBA . . toll roads 
and Federal highway con- 
struction . . trucks, trans- sehiett ba. 64 
portation . . forewarnings (Sec. 34.9, P.L.&R) 
of new governmental reguia- NEW YORK, N. Y. 
tions. 
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NEW YORK 36, N.Y. 
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23 SHOCKS 


—with an pihiantes ion 
FMC “Non-Shock” Caser 


Now you can case canned oil continuously and 
automatically at highest speed, with maximum 
protection against damage to cans and litho- 
graphing. 

The FMC “Non-Shock” Caser, perfected orig- 
inally for casing delicate, vacuum-packed fruits 
and vegetables, has been widely accepted by the 
oil industry to speed up operations, cut man- 
power requirements, and overcome can damage 
and product loss. 

Complete details are available on request. Ask 
for your copy of our new bulletin No. 701-W on 
“FMC Ma&sS Oil Fillers,” too, or call your nearest 
FMC representative. 


FMC “Non-Shock" Caser pays big dividends in high capacity and 
gentle can handling at The Pure Oil Company's Cincinnati plant. 


FOOD MACHINERY 
AND CHEMICAL CORPORATION 


Canning Machinery Division 
WESTERN: SAN ous anua 's Caen HOOPESTON, ILL. 


NO ROLLING OR 
BEAD-TO-BODY IMPACT 


NO CAN ELEVATOR REQUIRED 


Cans are delivered to Fully illustrated “‘Non- 


Cans enter the machine 
upright, move smoothly 
along woven wire belt, 
are transferred gently 
to the case. 
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the continuous feed 
belt through a 90° 
twister, avoiding dent- 
ing, spreading of can 
seams and leaking. 
Scraping and scratch- 
ing of lithographing is 
also prevented. 


Shock” Caser Facts 
Bulletin Vol. V No. 1 
is yours for the asking. 
Better yet, call your 
FMC representative 
today for complete in- 
formation! 





...10F yOu 


In addition to supplying you with the “Hottest 
Brand” of petroleum products, we think it’s equally 
important to keep you supplied with sound informa- 
tion . . . provide you with brochures that answer 
many key questions in service station management. 


Does your present supplier give you the answers to 
these important questions? 


Contact the Conoco Manager in the Continental Oil Company office 


R. W. Abrahamson, 610 Roanoke Bldg. 
Seventh & Marquette Sts., 
Minneapolis 2, Minn.. 

Dale Chapman, 757 West Second South 
P.O. Box 2250, Salt Lake City 10, Utah 
J. B. Dickey, 2065 Union Avenue 
Memphis, Tenn. 


56 


W. S. Dulaney, 203 Carondelet Bldg. 
New Orleans, Louisiana 

K. T. Johnson, 1300 Main Street 

P. O. Box 2197, Houston, Texas 
Willis Johnson, 1321 Kaw Avenue 
P. O. Box 1398, Butte, Montana 


H. U. McBirney, 5415 No. Pennsyivania 
Ave. Oklahoma City 12, Oklahoma 

J. L. McCulley, 117 Trumbull Ave.,S.E. 
P. O. Box 1342, Albuquerque, N. M. 
W. E. McCullough, 1710 Fair Building 
Ft. Worth, Texas 
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and your customers 


1. What can I offer my employees as extra 
incentives? 


2. What kind of records should I keep? 
3. What should my records tell me? 


4, What kind of promotions pay off and what 
do I do about it? 


5. How can I teach my driveway salesmen to 
really sell? 


6. What kind of advertising should I do myself? 
7. What qualifications should my No. 2 man have? 
8. How can I get the most from my men? 
9. Why should I keep my station so clean? 

10. What does the future hold for me? 


nearest you or mail this coupon—>) 


M. T. Swanson, 1755 Glenarm Place, Denver, Colorado 
Warner Tyler, 1301 W. Belden Avenue, Chicago, II. 

K. R. White, 836 Stuart Building 

P. O. Box 393, Lincoln 1, Nebraska 


J. G. Willis, 301 East 51st Street 
Kansas City 12, Missouri 
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Each of these subjects is thoroughly covered in a 
brochure prepared by the Continental Oil Company. 
As many of these brochures as you would like are 
available to you without cost. 

Order your copies by writing to the Conoco Division 
Manager nearest you. Or use the attached coupon, 
specifying the subjects that interest you. 


Continental Oil Company 
Dept. AD, Box 2197 
Houston, Texas 


I am interested in the helpful information contained 


in your brochures. (Please specify subject by num- 
bers shown) 

















RAY HARROUN = ¥ JULES GOUX ss ¥ GASTON CHEVROLET 
1 74.59 m.p.h. 1913 75.93 m.p.h. 1920 88.62 m.p. 1921 


ain at Indianapolis | 


TOMMY JIMMY MURPHY TOMMY MILTON 
h. 89.62 m.p.h. 1922 94.48 m.p.h. 1923 90.95 m.p.h. 


Sam Hanks, 1957 Indianapolis winner at 135.601 M.P.H., says: 


“The pressure gets worse at Indianapolis every foot of the way. And another thing, 
every year, but I’ve got to admit that on the highway I have Firestones on my 
Firestone stays right on top of it. When you own car, because Firestone knows more 
run at the speed I did, with the top cars about rubber than anybody else in the 
pushing you all the time, you bless Firestone business.” 


LOUIS SCHNEIDER FRED FRAME LOUIS MEYER WILD BILL CUMMINGS KELLY PETILLO 
1931 96.62 m.p.h. 1932 104.14 m.p.h. 1933 104.16 m.p.h. 1934 104.86 m.p.h. 1935 106.24 m.p.h. 


* GEORGE ROBSON MAURI ROSE 948 MAURI ROSE BILL HOLLAND JOHNNY PARSONS LEE WALLARD 
1946 114.8 mph. 1947 116.33 m.p.h. 1 119.813 mph. 1949 121.327 mph. 1950 124,002 m.p.h. 1951 126.244 m.p.h. 


SELL FIRESTONE TIRES -- 
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L. CORUM, JOE BOYER PETE DE PAOLO FRANK LOCKHART GEORGE SOUDERS LOUIS MEYER RAY KEECH 
1924 98.23 m.p.h. 1925 101.13 m.p.h. 1926 95.9 m.p.h. 1927 97.54 m.p.h. 1928 99.48 m.p.h. 1929 97.58 m.p.h. 


_ ,.. for the 84th Consecutive 500° 
fs won on Hrestones/ 


This blazing 500-mile grind is America’s supreme test of 
tire engineering. No laboratory can reproduce its brutal 
demands on tire safety and endurance. No one has learned 
as much from Indianapolis as Firestone. 


When an Indianapolis driver buys tires he is buying 
life itself. That’s why he puts his money on Firestones. 
And there’s meaning in that for the driver of the family 
car. With his family aboard, tire traction, freedom from 
skidding, and blow-out protection are even more vital. 


Why should the Firestone victories at Indianapolis 
be important to the family-car driver? And to you as a 
Firestone Dealer? Because that 500 miles equals 65,000 
miles of ordinary tire wear! Under such destructive pun- 
ishment, Firestone engineers have learned more about 
rubber compounding, tread design and cord strength than 
any laboratory could reveal. The result: dollar for dollar, 
Firestone tires are the longest lasting, smoothest running, 
safest tires on wheels! 


What a selling story to tell your customers! Remem- 
ber, when you sell Firestone Tires you sell PROOF OF 
PERFORMANCE. It’s the most convincing sales story in 
the industry. Why not look into the big sales and profit 
opportunities of the Firestone Franchise today? For com- 
plete details call your nearest Firestone district office. 








109.06 m.p.h. 113.58 m.p.h. ! 1939 115.035 m.p.h. 1 115.117 mph. 


*NO RACES IN 
1917-1918 
1942 - 1943 
1944-1945 


1952 TROY RUTIMAN 1953 BILL VUKOVICH © 4954 BILL VUKOVICH 1955 808 SWEIKERT © 1956 PAT FLAHERTY 


128.922 m.p.h. 128.74 m.p.h. 130.840 m.p.h. 128.209 m.p.h. 128.49 m.p.h. 


THE CHOICE OF CHAMPIONS 
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INLUCITE 21 
is an effective 
“watch dog” for all 
grease-lubricated 
parts. 

It stays put . . 
won't wash out, 
won't run out, 
won't melt out 
under the most 


severe conditions Lithium-Base Multi-Purpose 


of temperature 


For wheel bearings, 


~~ makes vital wearing parts last 
universal joints, . 
springs, shackles 
and other bearings, 
no other lubricant 
gives you such 
long-lasting 


protection. 


won't melt won't run 
out out 


INTERNATIONAL LUBRICANT CORP. 
NEW ORLEANS, LOUISIANA 
Manufacturers of Quality Lubricants ¢ AVIATION + INDUSTRIAL * AUTOMOTIVE ¢ MARINE 


W ith Research Comes Quality, With Quality Comes Leadership 
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| Progress 


/ \p design 








M&Donald Vapor-tite fill tube—for safe, 
sure connections: this is the fast, safe, 
convenient way of making a tight fill 
connection when unloading gasoline 
into underground tanks. You lower the 
M&Donald Vapor-tite fill tube into the fill 
pipe and press down on the handle. The 
composition sealing sleeve expands and 
forms a vapor-tite connection with the 
inside of the fill pipe. No chance for vapor 
to escape and cause a hazard. This fill tube is lightweight, made 
of the strongest cast aluminum alloy known, meets all specifications 
and is approved by fire marshals. Write for catalog of MfDonald’s 
complete line of service station and oil handling equipment. 


A.Y. MSDONALD Mfg. Co., Dubuque, lowa. Pumps - Brass Goods 
Oil i t - Drains. Se 
Equipmen | Sei 


NATIONAL PETROLEUM NEWS * July, 1957 











atti, { ei, 
% te 
te 
TO OO RBIE RecuRr Ne RIVA — 
* 
* Ns ’ here 








OUR THANKS to all the major oil companies 
for their acceptance of this new product designed 

especially for their industry. The installations 
shown here are only a few out of many. 
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Aluminum Door 





Greater visibility ... greater flexibility ! 
Costs little more than wood ...never needs paint! 


The new design and unique construction of The “OVERHEAD DOOR” 
Panoramic permit stiles and rails to be a great deal narrower, yet far stronger than 
ever before. From anywhere inside the station, a glance shows what is going on at 

the pumps. And motorists are drawn to the station with the clean, modern lines 
which the Panoramic gives in any location. It’s fast becoming America’s number 
one choice for new service stations and for replacements. 


MORE SERVICE STATIONS USE 


THE “OVERHEAD DOOR” THAN ALL i ZIERH 


OTHER BRANDS COMBINED! » 4 ON TRADE MARK 


OVERHEAD DOOR CORPORATION, Hartford City, Indiana 
Manufacturing Divisions: Hillside, N.J.; Nashua, N.H.; Cortland, N.Y.; Lewistowr, Pa.; Oklahoma City, Okla.; Dallas, Tex.; Portland, Ore. 
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the 
magic 
name 
Coca-Cola... 








STOP MORE CUSTOMERS AT YOUR STATION! 


They stop where they see the familiar red 
cooler because they prefer Coca-Cola. So good 
in taste, in such good taste... Americans 
drink more Coca-Cola than all other national 
brand soft drinks combined! 


SIGN OF GOOD TASTE 


.. they’re star customers when they stop! 


* 8 out of 10 who stop for Coke get out of the 
car... get closer to your station’s 
“big buying area’! 
* they stay longer . . . spend twice as much! 
Get-outs buy 92% of your high-profit TBA items! 
* they give you lots of above-average profits 
on Coca-Cola ... in unit sales Coke is second 
only to gasoline! 


Customers take home cases and cartons of Coke, if 


you suggest it .. . Coke you already have on 
hand! Easy extra-profit that’s all yours! 


% Obdservation Research Corporation study of 287 filling stations, 


CORE™ 1S A MEGISTERED TRADE-MARK. COPYRIGHT 1967 THE COCA-COLA COMPANY 


NATIONAL PETROLEUM NEWS + July, 1957 





Be doubly-sure of EVERY NYLON SALE! 


Now...DUNLOP NYLON TIRES...at TWO 
price levels...INFRA-RED tempered for 
STRENGTH —ACCURATED for SAFETY. 





With the rounding out of both nylon and rayon lines, 
Petroleum Marketers selling Dunlop enjoy a strong com- 
petitive advantage, can quickly meet any demand for 
passenger car, sports car, truck, bus, or farm equipment 
tires. In addition, they are offered exclusive availability of 
IMPORTED Dunlop tires for sports and passenger cars. 
The Dunlop man in your area can give you the many 


OTHER profit-building features of the Dunlop Franchise. 


To meet the growing demands of today’s ny- 
lon conscious, SAFETY conscious motorists, 
Dunlop NOW provides a one-two punch that’s 
bound to increase your share of this great new 
market...turn EVERY prospect into a nylon- 
buying customer. Dunlop Super Gold Cup 
nylon and Gold Cup nylon tires offer a choice 
that makes it easy for you to “step-up” your 
customers to the Super Safety of Dunlop nylon 
tires. These two Dunlop Nylons are sure to win 
NEW customers—boost your sales and profits. 


in addition, Dunlop introduces 
the Deluxe...a passenger car 
tire incorporating Dunlop qual- 
ity materials and construction 
features at lower cost for the 
budget-minded buyer. 





EXCLUSIVE INFRA-RED TEMPERING 
DUNLOP TIRES THE SAFEST 


Dunlop's Infra-Red Nylon 
Tempering Unit—an EXCLU- 
SIVE Dunlop process imparting 
SUPERIOR strength to nylon 
cord. The most ADVANCED 
nylon processing system in the 
industry. Infra-Red and Accu- 
Ray make Dunlop nylons the 
STRONGEST you can buy. 


PLUS ACCURAY MAKE 
ON THE ROAD 


Dunlop’s AccuRay®—a new 
atomic process which precisely 
controls cord ply thickness. Only 
EXACT amounts of protective 
rubber are uniformly applied. 
NOW... Dunlop nylon and rayon 
tires we —" .SAFER.. 
better-ba 


@ TRADEMARK OF INDUSTRIAL NUCLEONICS, INC. 


You’re Always a DUNLOP TIRE & RUBBER CORPORATION, BUFFALO, N. Y. 
Step Ahead With D U N L O Pp Founders of the Pneumatic Tire Industry 
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“Ed, what did you do about that “We purchased J&L containers 
contamination problem in the drums with a new treatment of the steel surface 
on the new light products line?” recommended by their representative. 
The problem’s solved—they 
certainly talk our language.” 


¢ J&L steel containers provide 
engineered packaging for de- 
pendable transportation and 
safe storage. 


¢ J&Lspecialists, backed up by 
modern research, are ready 
to consult on your toughest 
packaging problems. 

* Precise fabrication and cor- 
rect specification of fittings 
and closures. 


* Prompt dependable delivery 
from nine plants. 


¢ J&L, an integrated steel 
producer, controls container 
quality from start to finish. 


Call your nearest J&L Con- 
tainer Division office for rec- 
ommendations on your pack- 
aging problems. Or write 
direct to the Container 
Division, 405 Lexington 
Avenue, New York 17, N.Y. 


Jones & Laughlin 


STEEL e»-a great name in steel 
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A MESSAGE TO AMERICAN 


INDUSTRY * ONE OF A SERIES 


Can We Afford 
a $71.8 Billion Budget? 


THE BUDGET submitted to Congress by Presi- 
dent Eisenhower for the year beginning July 1 
proposes federal spending of $71.8 billion. In 
only four years, three during World War II and 
one during the Korean War, has the govern- 
ment spent more. Under the proposed budget 
the government expects to collect $73.6 billion, 
mostly through individual and corporation in- 
come taxes. 

The principal reason for the size of the budget 
and for this year’s increase is an expanding 
defense program. About 60% of all budget ex- 
penditures in the coming fiscal year will be for 
national security programs. Moreover, this area 
accounts for about 90% of the proposed in- 
crease in federal spending. In addition, as the 
chart shows, there are large expenditures pro- 
posed for purposes other than defense. 

Continued budgets of this size, some contend, 
will lead to inflation and wreck our economy. 
It has been suggested that they might lead to 
“a depression that will curl your hair.” Yet 
many insist that the budget, large as it is, still 
is inadequate in many respects — for defense, 
schools, agriculture, small business, health, re- 
search, indeed, for almost every activity in 
which the government has become involved. 


Is It Really Too Big? 


Actually, the proposed budget would 
place no greater burden on the economy 
than any budget in the last six years, be- 
cause our economy has been growing. Fed- 
eral spending per capita under the proposed 


tThese figures refer to the regular federal budget and do not 
include operations of trust funds, primarily for social security 
programs and the new federal aid program for highways, 
which are financed by special taxes. 
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budget will be about $416, or $10 more than 
this year; but our per capita income rose almost 
$80 last year. And, because of our increasing 
population, next year’s expenditures will, in 
fact, amount to Jess per capita than in 1954 
when federal spending was $4 billion lower. 

Another way of measuring the burden of gov- 
ernment expenditures on the economy is to com- 
pare the purchases of goods and services of all 
branches of government — federal, state and 
local — with the total output of the nation. The 
share of our national product taken by govern- 
ment this year will be about the same as in the 
past two years and, furthermore, about the same 
as the average for the past 28 years. 

By the standard of any recent year, the budget 
is within the means of the American economy. 
In this sense, we can “afford” it. But the pros- 





FEDERAL BUDGET EXPENDITURES 


8 BILLION 
$68.9 BILLION ; LAS : 








pect of steadily increasing budgets, requiring 
20% or more of our national income, introduces 
another threat. 


The Real Threat 


Large and rising budgets that do not balance 
government spending with higher tax collections 
clearly would be inflationary and would destroy 
the value of the savings and income of all who 
lagged in the race with climbing prices. But 
serious dangers will still exist even if our budget 
continues to be balanced, as this year’s is. 

@ Budgets that require a large take in 
taxes eat up the savings required to finance 
private industry. What the taxpayers must 
give the government they cannot save. This de- 
prives private industry of the savings and re- 
sources needed to expand and modernize pro- 
ducing facilities. 

@ High tax rates also undermine the in- 
centive to save and invest in normal busi- 
ness enterprises by taking such a large 
share of any income gained. Taxes on cor- 
poration income now take 52% of all income 
over $25,000. And taxes on individual incomes 
can take as much as 90% of earnings that re- 
main after this 52% bite. 

@ High taxes encourage, on the part of 
both individuals and corporations, the 
search for “gimmicks” and special treat- 
ment. As a leading character in Cameron 
Hawley’s novel Executive Suite observed: “To 
a far greater degree than most people realize, 
income tax has become a primary governing 
factor in corporation management.” Indeed, it 
is only because of the numerous gimmicks and 
special provisions now available that high tax 
rates have not already inflicted greater damage 
to economic incentives. 

These dangers comprise the real threat of 
large and rising federal budgets. It is a threat 
to continued growth of our economy, and it is 
no less a threat merely because the budget is 
technically in balance. 


What Should Be Done? 


In attempting to hold government spending 
within reasonable bounds, we should not hold 
back on needed civilian programs. The heavy 


demands now being urged at all levels of gov- 
ernment for roads and schools, for instance, are 
largely the result of failure to keep pace with 
the growth of the country. Furthermore, we 
cannot cut provisions for national security below 
the minimum level of safety. And unhappily, 
defense in the rocket and missile age is fan- 
tastically and ever increasingly expensive. 

What we can do is enforce some financial 
discipline on our military leaders, and hold 
down our defense expenditures by making sure 
their demands gre justified and by requiring 
efficiency. In the civilian programs, though some 
need to be increased to serve a growing economy, 
we can eliminate the outright waste. 


A More Difficult Job 


We must also do something far more difficult, 
and that is to reduce federal programs of aid to 
special groups at the expense of all the tax- 
payers. The new budget calls for over $5 billion 
for veterans, and another $5 billion for farmers. 
A number of industries and areas stand to 
receive aid in large amounts based less on 
necessity than on political pressure. These 
demands for increased aid, year after year, 
must be resisted if we are to have any hope 
of stopping a relentless rise in our budget. 

Then, as our national income increases, we 
can look forward to reducing tax rates and pro- 
viding greater incentives for the private sector 
of the economy. Only in this way — by keep- 
ing government spending in line with 
economic growth — can we prevent our 
federal budget from being a crippling 
burden. 





This message is one of a series prepared by the 
McGraw-Hill Department of Economics to help 
increase public knowledge and understanding 
of important nation-wide developments, Per- 
mission is freely extended to newspapers, 
groups or individuals to quote or reprint all 
or parts of the text. 


PRESIDENT 
McGRAW-HILL PUBLISHING COMPANY, INC. 











NATIONAL PETROLEUM NEWS * July, 1957 





6 aia ENTS 





nt ae 


For the 
Service 
yes hilele 

re) | 
EMeolaslelguek 


1: Faster, Easier Resetting: New controlled reset-cycle 
guarantees uniform resetting action. What’s more, reset lever and gas 
nozzle are on the same side . . . no need to walk around the pump. 


2: Fewer Parts: Simplified design has eliminated many moving 
parts ... which means better service with less maintenance . . . a definite 
new factor in control of operating costs. 


3: More Protection for Totalizers: Complete enclosure 
of these vital parts means better overall protection, and guarantees an 
accurate count. 


4: Interlock Feature: Elements are provided in this design to 
assure interlocking. These involve no extra components, other than parts 
which pump manufacturers would have to supply in order to connect the 
computer to elements outside the pump and the pump-motor switch. 
This feature makes sure computer is reset before next sale is made. 


S: Larger Figures: 16% increase in size of figures . . . and 
placement of the reading line 18° above the horizontal . . . assures easier 
reading than ever before. 


6: improved Lighting: Lower bank of figures projects slightly 
forward . . . permits light to shine directly on figures . . . and also con- 
tributes to easier reading. 

These new ‘“‘built-in skills’ are proofs of 

progress in Veeder-Root’s non-stop ef- 

fort to co-operate: with pump manu- 

facturers in giving constantly bettered 

protection and service both to service 

stations and the motoring public. 


VEEDER-ROOT 


. VEEDER-ROOT INC. nartroro, conn. “THE NAME THAT COUNTS". 


NATIONAL PETROLEUM NEWS + July, 1957 


69 





NOW ...ror THE FIRST TIME... 
POSITIVE “DIRECTIONAL CONTROL” 
AREA ILLUMINATION! 


Whiteway’s answer to disturbance complaints . . . the new 
scientifically engineered rapid-start DIRECTO-LUME giving 
you positive directional lighting with absolute minimum 

light wasted! Precision, all-aluminum construction, styled with 
the gracefulness of a swan! Streamlined, neat and attractive, 
the new DIRECTO-LUME weighs only 69 Ibs., yet has the 
relative strength of a steel bridge. Here’s the finest fluorescent 
flood-light available anywhere . . . engineered to solve all 
your area lighting problems. 


LOOK AT THESE OUTSTANDING FEATURES: 


@ High efficiency . . . so efficient that published light 
readings seem fantastic! Readings as far as 72 feet away 
exceed those of other fixtures at much shorter distance. 
This is actually based on the physical law of light 
reflection, which states that the angle of incidence is equal 
to the angle of reflection from the reflector surface. 

IT’S THE SHAPE THAT DOES IT! 

@ Styled in tune with today’s modern architectural tastes in 
mind . .. the DIRECTO-LUME adds beauty to your location 
as no other fixture can! Light is mounted quickly and easily 
on Hinged Support Post. 

@ Sturdy all-aluminum construction reduces maintenance... 
assures long life! 


MANUFACTURING COMPANY 
1736 Dreman Ave., Cincinnati 23, Ohio 


MENT FOR PROGRESSIVE 5 


SCIENTIFIC SHAPE GIVE! 


DIRECTIONAL 
CONTROL! 


Sectional end view at 
clearly reveals why there i 
absolute minimum loss of 


FAST, POSITIVE 
MOUNTING BF 


One of the most 
Mounting Brackets 
is adjusted by sim 
ment bolt. Fits an, 
standard size 
nipple. No wiri 
boxes * 
easy and quick 
cessibility to wi 
connection 
weatherproo 
spection plate 


WRITE 
It doesn’t 
tions, 
surely n 
lems. O 
ment, 
FREE 


DI 
U. 


°o 


ot | 
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You get 


best rust 
protection 


from 


There’s more zinc phosphate on every rust-inhibited US Steel container — both inside and out. 
This extra protection gets your product to your customers cleaner, and keeps it that way 
longer, because US Steel’s extra thickness of zinc phosphate guards against rust even after the 
container is open. 

Profit from these 5 US Steel extras, too: 


© Widest container variety—from 2'/:-gal. pails to 55-gal. drums, including stainless. 


@ Eye-catching containers — your containers not only ship your product, but adver- UNITED STATES STEEL PRODUCTS 
tise it, too —- when color-decorated by US Steel. 


© Job-tallored fittings — a wide selection of fittings to choose from, others available etvisson 
to order, UNITED STATES STEEL CORPORATION 
© Prompt container delivery — «a 7-point factory system gives you next-door serv- 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


ice anywhere— ony time. Los Angeles and Alameda, Calif. * Port Arthur, Texes 
@ Lenger container life—extra rust protection allows more safe refillings per container. Chicago, Ill. * New Orleans, La. * Sharon, Pa. * Comden, N. J. 


USS STEEL DRUMS Us) 


ee ee ee ee ee S$ Ff & FF 8:3 oe eo oe ee 
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NEW ROTOR ASSEMBLY WITH 


TESTED AND PROVED OVER A THREE YEAR SPAN 


The superior performance of Rotocycle 
meters with the new crank controlled rotor 
has been thoroughly proved both in the 
field and at the Rockwell test station. The 
severity of these comparative tests included 
subjecting meters to operating conditions 
away beyond those normally encountered 
in actual use. Meters were run at accelerated 
rates, around the clock, on high temperature 
fluids and with much start and stop strain. 


Thus we know and you can be sure that 
Rotocycles with this advanced design will 
give excellent performance, longer life and 
with less maintenance on all liquids that 
can be metered. 

Rockwell Rotocycle meters with crank 
control are now in production—ready to go 
to work profitably for you. Write for new 
bulletin OG-411. 


ROCKWELL MANUFACTURING COMPANY 


PITTSBURGH 8, PA. Atlanta Boston Charlotte Chicago Dallas Denver Houston Los Angeles Midland, Tex. 
New Orleans New York N. Kansas City Philadelphia Pittsburgh San Francisco Seattle Shreveport Tulsa 
in Canada: Rockwell Manufacturing Co. of Canada, Ltd., Factory and Service Facilities, Guelph, Ont., Sales Office: Toronto, Ont. 
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SIMPLE CRANK CONTROL 


Now Available In 
ROCKWELL (070cVC~é METERS 


Kockwell engineers have perfected a 
simple, coordinated linkage method to 
control the vanes in Rockwell Rotocycle 
meiers. The new design does not alter the 
proven floward principle of operation. 


It does enhance performance and offer 


All These Advantages 


INCREASED CAPACITY Through reduced NEW ROTOR ASSEMBLY—Note simple, clean con- 
friction and improved balance, the new OO ee See Ce Gee 

rotor design provides approximately 20% 
greater capacity (depending on size). 


FEWER PARTS mean easier maintenance 
and longer meter life. And this new rotor 
assembly is interchangeable with earlier 
model rotors now in service. 


PERMANENTLY TIMED There is only one 


possible way to assemble the new vane 
control parts and once assembled the vanes 
are permanently timed. FEWER PARTS, with simple linkage controls, sturdy 


bearings combine to produce greater flow rates and 
@ long life of sustained accuracy. 

QUIET OPERATION This new balanced 

crank and link construction runs smoothly, 

operates silently. 


EASIER IDENTIFICATION Rockwell Roto- 


cycles are now numbered according to 
their capacity within normal operating 
range. For example, the most commonly 
used bulk plant and pipe line sizes are 
now designated No. 400, No. 600 and No. 


1000 to code them to their ratings. READILY INTERCHANGEABLE with meters now in 


service. Conversion kits are available for all earlier 
Rotocycle meters to facilitate ‘‘on the job" changeover. 
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Cote St. Paul Terminal Modernized 


1S MARLOW VERTICAL SELF-PRIMERS USED 
TO HANDLE WIDE VARIETY OF PRODUCTS 


Imperial Oil Limited, at its Cote 
St. Paul Terminal, Montreal, Canada, 
handles a wide variety of petroleum 
products. Included in these are naph- 
tha, aviation gasoline, kerosene, 


15 Marlow vertical self-priming centrifugal 
pumps serve both truck loading racks and barrel 
filling facilities at Imperial Oil Limited Plant in 
Montreal, Canade. 


74 


stove oil, furnace, diesel and fuel 
oil. A loading rack with 12 load- 
ing arms is used for loading tank 
trucks, and barrel filling is done as 
well. Imperial Oil Limited modern- 
ized their facilities at this plant re- 
cently and installed 15 Marlow verti- 
cal, self-priming, centrifugal pumps to 
handle the various products. The 
Marlow pumps have proved to be ef- 
ficient and economical. 

This is one of hundreds of Ca- 
nadian installations where Marlow 
pumps are working well while ex- 
posed to all kinds of weather condi- 
tions. Marlow pumps are used in 
Bulk Plants and on Tank Trucks for 
long-lasting, trouble-free, fuel han- 
dling. Many user experiences are cov- 
ered in Bulletin PM-06, available on 


request. Write to Marlow Pumps, 
Midland Park, N. J. In Canada con- 
tact Pumps & Softeners, Limited, 
London, Canada. 


DIVISION OF 


BELL & GOSSETT CO. 


Midland Park, N. J. 
Morton Grove, Illinois Longview, Texas 
In Conada: PUMPS & SOFTENERS LTD., LONDON, ONTARIO 
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BANANA OIL 4 


OR MOTOR OIL 


whatever you can... call on 
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can with CROWN 


Whether it be for home or industry—it’s that extra 
touch of personal service that CROWN provides. 


CROWN offers quality containers—to withstand the 
chemical composition of any contents . . . complete 
package design and merchandising assistance . . . 
modern lithography equipment and techniques. . . 
and experienced research and engineering service. 
Plants and offices in 18 strategic locations. 


Write for your copy of “MR. PACKAGER”— 
information on CROWN ’s precise fill control system. 
Crown Cork & Seal Company, Inc., Can Division, 
9338 Ashton Road, Philadelphia 36, Pa. 


CROWN CORK & SEAL COMPANY, INC. 
MANUFACTURERS OF CLOSURES, CONTAINERS AND MACHINERY 
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“Don't look for 


WHITES 
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They're always out working!” 


-- - WITH BIGGER PAYLOADS...GREATER EARNING POWER 
»-- AND GREATER DEPENDABILITY 





“Keep ’em rolling—1957 style!” means higher mile- trucks you have in service—the right parts at the 

ages—faster schedules—maximum payloads. It’s all right place at the right time. 

part of today’s trend to keep costs down—revenues up! More than ever before, today’s operating conditions 
It emphasizes two important requirements for your call for an investment in White Quality 

equipment purchases: 

FIRST—Look for reserve strength and exceptional qual- 

ity when you buy trucks. How much dependable 

service can you get—for how long? 


SECOND—Pick the truck that affords you the best in 
service facilities. It’s not the number of service sta- THE WHITE MOTOR COMPANY 


tions, but rather, having the parts in stock to fit the Cleveland 1, Ohio 


Ask the operators with Whites in their fleets! 


Then find out for yourself! Go White and you'll 
keep ’em rolling ... 1957 style! 








THIS NEW WHITE IS TYPICAL — ENGINEERED FOR 
TODAY’S ‘““MAX“’ MILEAGES AND PAYLOADS 


The Standard Oil Company of Ohio now has this new 
White 9000 for petroleum products deliveries from termi- 
nals to stations, Check these points in terms of extra 
earning power: 


Improved Use Factor—minimum down time—to service 
longer routes—make more deliveries per day. 


Drivers say the new Whites make the driving job a 
lot easier — save time on maneuvering — cut 
schedule time. 


90-inch dimension (front of bumper to back of cab) 
and 28-inches (front of bumper to center of front axle) 
of White 9000 tractors permit maximum gallonage 
tankers within over-all length limits and advantageous 
load distribution. 


@ White Dependability and Quality because of sound 


engineering, best of materials and workmanship keep 
Whites in service years longer—at lowest main- 
tenance cost. 


Costs per gallon delivered are kept down because of 
functional design of Whites. Gallonage delivered per 
hour has gone up as costs have gone up. 





No. 9260-6 





Buckeye ‘‘push-on’’--'‘pull-off” tight fill 
system uses proved side-seal 





Diagram shows 
how levers are 
released when 
cable is lifted. 
Springs hold 
them firmly in 
position when 
locked, 





“©” ring with 
exclusive side 
seal. 


No. $A9260-1 


Here is a new tight fill system built around 
a proved-in-practice principle. 


Note that the “‘O”’ ring on the fill cap 
adapter is a side-seal. Seal is made as soon 
as the coupling elbow or cap passes over 
the “O” ring. No problem of leakage, even 
if cap is not locked in position. 


To connect—‘“pull-off” cap and “push- 
on” coupling elbow. Disconnecting elbow 
is equally simple. Just lift up on the hand- 
saving, nylon-coated cable to put levers 
in release position. Then just “pull-off” 
elbow. That simple! That quick! 


Coupling elbow is cast aluminum with 
four transparent windows to observe flow. 
Cap and adapters also are aluminum. 
Adapters available in 3” x 3”, 3” x 3%”, 
3” x 4” sizes. One elbow and one cap fits 
all adapters. Write for full details, or call 
your Buckeye distributor. 


Buckeye Iron & Brass Works 
Box 883, Dayton, Ohio 


America's Quality Manufacturer of Valves and Fittings for the Oil Industry 


78 
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For filling... TIRES OR TANKS 








/t pays to insist on Thermoid Hose 





For every oil marketing job, there’s a 
Thermoid Hose engineered to do the job better... 
last longer . . . cut your replacement costs. 


The hose you need is quickly available from your -- 
Thermoid Distributor. Get full information ermol 


from him, or if you prefer, write direct. 


Thermoid Company, Trenton, N. J. 
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VALVE VALVE 
CAPS INSIDES 


AIRLINE 
CHUCKS 


OTL... 


TIRE VALVE i _ 
EQUIPMENT . va 


Standard of the Tire Industry rire vacves—usetess AND CONVENTIONAL —A_ COMPLETE LINE OF TIRE VALVES AND 
SERVICE EQUIPMENT FOR ALL CARS, TRUCKS 


- The most popular way to safely re- 
DILLECTRIC pair tubeless tires and tubes. Used by 


over 125,000 service stations. All elec- 

Electrically tric—automatic. You simply apply a 
ready-prepared Dillectric Nylon Re- 

VULCANIZED REPAIRS | Me inforced Speed Patch, attach the elec- 


= > tric heating unit and snap down the 
fer — Dillectric clamp pressure arm. Heat 


pe em and time are automatically controlled 
TUBELESS TIRES * ~~ : : for a perfectly vulcanized repair, every 
AND TUBES san : dine 








All supplies in one handy 


Dz L.co mee Gk thon seca “3 The new, popular chemically self- 


canizing fluid, = vulcanizing repair. Outmodes all other 
Chemical Siber’’  NON-HEAT type repairs. No heat— 
no pressure—no extra equipment is 


DOUBLE-QUIK REPAIRS fA required. Dilco vulcanizing fluid com- 


bines with special Dilco rubber for- 
fer = || mulation to chemically vulcanize into 
er a permanently secure, leak-proof re- 


TUBELESS TIRES pair. Each patch is reinforced with 
AND TUBES _ Nylon mesh to prevent blow-through. 


THE | BED VL. | MANUFACTURING COMPANY 


700 EAST 82nd ST. CLEVELAND 3, OHIO 
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The Saturday Evening 


Welcomes 


THE PURE OIL COMPANY 


ANOTHER NEW MEMBER OF THE 
FAMILY OF EXCLUSIVE POST ADVERTISERS 


Beginning with this double spread advertisement in the 





‘The Saturday Evening June 15 issue, Pure Oil will reach 5,200,000 Post families every 
other week with powerful messages describing the 

significant role they are playing in ‘‘America’s second auto- 

mobile revolution'’—involving new mobility, new comforts, new 


leisure scarcely imagined a few years ago. 


TTI 
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The Pure Oil Company's program of corporate advertising in The Saturday Evening Post 
is an excellent example of modern management's new feeling of responsibility to the 
many groups and individuals in every corner of the country with which the company 
comes in contact: consumers, employees, shareowners, investors, suppliers, wholesalers, 
retailers and many others. Watch for Pure Oil advertising in the Post. It provides an 
impressive blueprint of the future. 
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Now! Super-efficiency with Economy 


e Shockless loading valve 


© Remain in loading posi- 
tion automatically 


e Regain out-of-service 
position automatically, 
without shock 


e Feature highest quality 
fittings 


Also available in Type 
683 for direct mounting 
to overhead tanks or 
piping. Call or write for 
complete information on 
faucets, vaives, loading 
assemblies, vents and 
fittings. 


LOADERS 


— THE MOST ECONOMICAL SPRING- 
BALANCED ASSEMBLY EVER OFFERED 
TO THE INDUSTRY. WHEATON Type 680 
series loaders operate at any desired angle of 
elevation from 10° above horizontal to verti- 

cal. They remain in the tank manhole dur- 

ing loading without being held down and 
elevate automatically from horizontal to 
out-of-service position without shock. 

All fittings are standard to assure long 

wear and ease of maintenance. Swing 

joint seals are replaceable without 

breaking threaded connections. 

Inlet sleeve of double swing joint 

can be furnished with male 

thread, female thread or 

flanged connection. The most 

flexible and economical 

loaders offered to the 

oil industry. 














48 
48 
48 





WHEATON 
BRASS WORKS 


UNION, 


NEW JERSEY 


DISTRIBUTORS 


Manufactured also by: 

EM°IRE BRASS MFG. CO., LTD., LONDON, ONTARIO, cama * 
.CO., LTD. WESTWOOD INDUSTRIAL x 

OTAMSGATE ROAD waRGATe, KENT, ENGLAND 

SOCIETE LUCEAT, PARIS, FRANCE 

LJUNGMANS, SWEDEN 

WORTHINGTON S.A. (MAQUINAS), RUA SANTA LUZIA. 685. 

RIO DE JANIERO, BRAZIL, S.A. 


IN ALL PRINCTIPAL CITIES 
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Centrifugal & Self-Priming... 


GILBARCO ROTO-PRIME PUMPS 


POSITIVELY EVACUATE ENTRAINED VAPORS 


The only pump designed exclusively for petroleum 
handling jobs, the Roto-Prime is also the only 
self-priming centrifugal pump which does not re- 
quire initial manual priming. Extra heavy ball 
bearings lubricated with ordinary motor oil keep 
maintenance problems to a minimum. The Roto- 
Prime comes in capacity ranges from 50 to 1500 
G.P.M. with heads to 160 feet. 


Check these important features before you decide on 
any pump. You'll find no other pump can compare. 


® Positive self-priming on static suction lifts. 
® Self-evacuating against discharge pressures. 
® Volute designed for highest efficiencies. 


© No gear reductions; operation at standard motor speed. 


© No air reservoirs or relief valves. 
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® Designed for outdoor service without covering. 
® Mechanical type shaft seal. 
® Motor oil lubricated; minimum maintenance. 


® Ball-bearing equipped for long life and smooth, 
quiet operation. 
® Impellers dynamically and statically balanced. 


Write today for catalog and full information: 





‘Lincoln OVERHEAD LUBREELS‘.. 
merchandise lube service | 
to every customer’’ 





“When we investigated lube equipment for our new station, we 
wanted style with a merchandising flair...and design for fast, 
efficient service. We found both developed to the highest degree 
in Lincoln Overhead Lubreels. They actively merchandise our lube 
department to every customer ... and do a terrific job of service.” 


states BOB PETERSEN 
BOB PETERSEN GENERAL PETROLEUM STATION 
Anaheim, California 


¥ 


This Merchandising Appeal Means Sales Advantages for You! 


Lincoln StylEngineered Lubrication Equipment is a real spur to 
your sales...whether you're building a new station or modernizing 
your present lube room. Get your free copy of our new booklet, 
“Path To Profits In The Lube Room.” 


*Trade Name Registered 
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To LINCOLN ENGINEERING CO. 
5702-74 Natural Bridge Ave., St. Louis 20, Mo. 


Please send me free booklet “Path To Profits In The Lube Room.” 


mail this cou ) 
TODAY — 
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The Sign of a Perfect Seal 








It takes Tr/*Serre Closures 
to give these resins and enamels 
the protection they need 

\ 


. b h Plate Glass Co. Duracron, the new chemical composition developed for finishing 
Pitts urg refrigerators, ranges, etc. . . . Selectron and Durethane, resins that are 
ts leakage and losses widely used in electronics, transportation and building . . . these are the 
preven important products that Pittsburgh Plate Glass Company is shipping 
in drums equipped with Tri-Sure Closures*. 


Like hundreds of progressive shippers, Pittsburgh Plate Glass 
Company recognizes that efficient protection in transit is as important 
as efficient production in the plant—and that the best protection 

for any liquid product is the Tri-Sure Closure. 


Drums equipped with Tri-Sure Closures deliver a pure product every 
time — because the interengaging Tri-Sure Flange, Plug and Seal 
give unfailing security from leakage, seepage and contamination. 


Prevent losses in transit with the closures that haye proved-best— 
for shippers the world over—under all conditions. When you order 
drums always specify “‘Tri-Sure Closures.” And if you ship in pails 
or cans, ask your supplier now about the extensive line of Tri-Sure 
#The “Tri-Sure” Trademark is a mark of reliability backed nozzles, spouts, seals, caps and assemblies for light containers. 


35 ing ind . It tells - 
papacy age nth eh gel om AMERICAN FLANGE & MANUFACTURING CO. INC., 


uine Tri-Sure dies), Plugs and Seals have been used. 30 ROCKEFELLER PLAZA, NEW YORK 20, N.Y. 


CHICAGO, ILL. - LINDEN, N. J. + NILES, OHIO 
Lat Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
Tri-Sure S/A Industria e Comercio, Sao Paulo, Brazil 
TRI-SURE THE WORLD OVER American Flange & Manufacturing Co. Ine., Villawood, N. $. W., Australia 


Compania Mexicana Tri-Sure S/A, Avenida No. 1 y Piramide, Naucalpan, E. de Mexico, Mexico 
B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Holland 
Van Leer Industries, Ltd., Seymour House, 17 Waterloo Place, Pall Mall S. W.1, London, England 
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Ahead of the News 





Private Branders Organizing—You can look for 
_. “low-price” private-brand chain marketers to form their 
own trade association before the end of this year, if 
current plans go through. Initial group is likely to in- 
clude only interstate chains, but one-state marketers will 
probably be welcome later. Original list of members 
will read like a “who’s who” in private-brand marketing. 
The association expects to have legal counsel in Wash- 
ington. 


Merger Talk Grews—Probability of eventual merger 
between Tidewater and Skelly seems stronger. Some 
company people say it'll come “as soon as the tax 
people say the time is right”—-probably within the next 
_ five years. They contend that J. Paul Getty, who con- 
trols both companies, would like to use Skelly’s $43- 
million cash reserve for Tidewater’s expansion (see 
page 111). One difficulty: Skelly men say Tidewater 
doesn’t have brand acceptance in Skelly’s Midwest mar- 
ket area. If there is a merger, they hope to retain the 
Skelly identity while perhaps using Tidewater’s Flying 
A brand name. 


FTC-Sun Case: Dead End?—Federal Trade Commis- 
sion may find it’s just going through the motions in its 
price discrimination case against Sun Oil Co. In hearings 
this spring, Sun told an. FTC examiner that an un- 
branded dealer in Jacksonville, Fla., could not have 
been injured by Sun’s pricing policies because the deal- 
er’s business actually improved during the period in 
question. Meanwhile, FTC charges involving alleged 
price discrimination by Pure Oil Co. in Birmingham, 
Ala., are in the hearing stage. 


More Federal Roads—Watch for expansion of the 
interstate highway building program approved by the 
last Congress. A bill pending in the Senate public works 
committee would the planned 41,000-mile 
system by another 7,000 miles. Completion goal would 
be extended from 15 to-20 years. Political observers 
think Congress will probably approve the plans because 
of political pressure from all over the country—but 
there’s not enough time to get the bill through this year. 


re : “Fighting” Grade Wanted—Some major-brand job- 
bers are asking their suppliers for a low-price “fighting” 
grade of gasoline. They want it to meet increasing com- 


: __ petition from private and unbranded marketers. Some 
s of these jobbers also report they’re now losing farm 


_ business to “low-price” unbranded marketers. 








Who'll Run NOJC—Here’s the slate of officers likely to 
be elected at the November convention of National Oil 
Jobbers Council, to judge by lobby talk at NOJC’s 
Washington meeting in June: president, Miles M. Mills, 
Sr. (Skelly), Des Moines, Iowa; vice president, E. K. 
Bennett (Skelly), Longview, Tex.; secretary-treasurer, 
Ted H. Albenesius (Crown Central), Charleston, S. C. 
Mills, now NOJC vice president, headed the group’s 
powerful economic concentration subcommittee for two 
years. Bennett currently heads its jobber contracts sub- 
committee. Albenesius heads the uniform accounting 
subcommittee. 


S-11 Dead This Year—Washington observers don’t 
see much hope this year for S-11, the Kefauver “anti- 
good-faith” bill. Senate antitrust subcommittee voted 
on it without making favorable or unfavorable rec- 
ommendation, and it’s doubtful if the bill will get out 
of full committee this session. 


New “AT” Fluids Needed—More than one type of 
transmission fluid may be needed in the future, some 
auto engineers are saying. Evidence is piling up that 
transmission demands vary with operating conditions. 
Possible solution: differing grades or types of fluids. 
Possible result: more inventory problems for marketers. 


Congress Eyes Pipe Lines—Major company relation- 
ships with oil pipe lines may come under Congressional 
fire. House anti-monopoly subcommittee will open hear- 
ings—possibly in late July—to learn whether oil com- 
panies owning an interest in pipe lines get an indirect 
rebate through “possibly excessive” dividends. Many 
majors signed a consent agreement with the Justice De- 
partment in 1941, agreeing to take no more than 7% 
return from pipe line investments. 

Meanwhile, Senate anti-trust subcommittee has asked 
the Justice Department whether the Supreme Court de- 
cision in the General Motors-DuPont case applies to the 
oil industry. The committee says some 90% of common 
carrier pipe lines are controlled by oil companies. The 
Court ruled that DuPont's 23% interest in GM gives it 
illegal preferential treatment over other suppliers. 


Pump Automation Nears—Look for pump makers to 
go beyond the automatic nozzle with hold-open latch. 
Next step: a pre-setting device for the customer who 
wants a specific number of gallons or dollars’ worth of 
gasoline, rather than a tankful. Delivery could be set 
automatically, wtih the nozzle guarding against overflow. 
Tentative experiments are already being made. 


More Ahead of the News > 











Ahead of the News 





Checkup on FTC—Sen. Hubert H. Humphrey (D., 
Minn.) will head small business subcommittee hearings 
into Federal Trade Commission enforcement of the 
Robinson-Patman Act. Hearings, set for late this sum- 
mer, will pose two principal questions: 

e Does FTC plan a new attack on quantity tire sale 
discounts? (It lost an appeals court decision on its at- 
tempt to limit volume discounts to a maximum quantity 
of one carload, and Justice Department refuses to appeal 
to the Supreme Court.) 

e What’s the status of commission-override cases 
pending before FTC? (It’s challenging the legality of 
commissions paid by majors on TBA sales direct from 
rubber companies to dealers. Three cases, involving The 
Texas Co., Atlantic and Shell, are in early hearings.) 


Dissecting Dealers—A big major is turning concen- 
trated attention on the problem of motivating dealers 
and their employes to learn. To find out how to make 
station men want to learn, the company is retaining a 
top psychological consulting firm to make a study. Com- 
plications: the profit motive isn’t sufficient in the class- 
room, because it seems remote; many dealers distrust 
projects that involve words like “psychology” and 
“motivation”. 


Tune Up Trend—One automobile manufacturer may 
try to market its ignition components through petroleum 
TBA channels, even though service stations compete 
with new.car dealers. The company feels the stations 
have made a place for themselves in the tune-up field 
that can’t be ignored, and it’s a case of selling them now 
or handing an important chunk of business over to 
others. 


Gas Bill Chances Brighten—The up-and-down future 
of the Harris-O’Hara gas bill is taking an upward turn 
again. Though the Senate won’t take up the controver- 
sial measure before next January, chances of enactment 
after that time are getting better. The Presiderit says he 
won't insist on adoption of administration amendments 
to the bill, which is aimed at, easing federal control over 
natural gas producers. Backurs had insisted there would 
be no bill if the amendments ‘went through. 


Pressure for Gas Service—It’s a good bet that Federal 
Power Commission will eventually approve Midwestern 
Gas Transmission Co.’s application to serve five Mid- 
west states, partly by importing natural gas from Canada. 
Governors of the five states (Wisconsin, Illinois, In- 
diana, Minnesota, Michigan) are urging FPC approval. 
Pipe line Lge already in the area are protesting 
vigorously and offering their own proposals for in- 
creased service 























































Clamps on Crude—The government is coming closer 
to some sort of action to slow the influx of foreign crude 
into the U.S. However, despite pressure from the coal 
industry, there’s no current move to interfere with fuel 
oil imports. Critics say major companies won’t be able 
to solve the crude imports problem on an individual, 
voluntary basis because of competitive considerations. 
President Eisenhower is taking a personal interest in the 
matter, and is said to be idering three courses of 
action (all with admitted drawbacks): tariffs, quotas or i 
a voluntary agreement among the companies under an 

antitrust exemption. 


Smaller Wheels Coming?—Car manufacturers are 
experimentally producing 13-inch tires and wheels. 
According to reports, the wheels themselves are prov- 
ing satisfactory; but there’s some difficulty in de- 
signing a smaller diameter brake drum that will work 
efficiently. 


insurance for NOJC?—Members of a state jobber as- 

sociation are working on an over-all p insurance 

plan for National Oil Jobbers Council's consideration. 

Plan would provide insurance for all members of asso- 

ciations participating in NOJC, it’s said, while 
a source of revenue for state associations and NOJC on 
an override basis. The proposal may be presented at 

NOJC’s November meeting—or possibly later, depend- 

ing on how it progresses. 


Tobacco Trade Slumping—Threat of a 30% to 45% 
drop in kerosine and burning oil business for tobacco 
curing this year faces North Carolina jobbers. That 
warning comes from C. B. Burnette, Amoco jobber, Mt. 
Oliver, speaking before the North Carolina Oil Jobbers 
Assn. (see p. 156). Burnette says the tobacco crop will 


be down because of restricted acreage and plant dis- s 
eases. 

e 
Dealer Help Coming—Look for more outside account- ‘aC 


ing services for dealers. Several new organizations are 


going into the business of providing analysis and con- 
sultation, in ae et 






1965, says R. C. 
products sales. But 
jets won’t mean any ¢ 
civilian demand for 


climbing until 1958, 
350,000 b/d, Oertel says, 
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MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) 


Finished and unfinished gasoline (thous. bbl.) ............ 


Distillate fuel oil (thous. bbl.) ...... 
Kerosine (thous. bbl.) ......... 
Residual fuel oil (thous. bbl.) ... . 
Crude oil—B. of M. (thous. bbl.) . . 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) < 
Foreign crude included (thous. bbl. daily) . . 
% of refinery capacity operated __. 


Residual fuel oil (thous. bbl. daily) __ 
Crude Supply 

_U. S. crude oil production (thous. bbl. ee, 

Crude oil imports (thous. bbl. daily) . 


* Through June 7. 


ee a ee a a a ae | 


June 1957* 
193,565 
101,789 

26,263 
41,246 
268,451 


8,080 
1,053 
90.6 


3,995 

286 
1,780 
1,192 


7,338 
766 


_ Source of Data: API Weekly Reports, except 1956, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Exports of crude and refined products (thous. bbl.) . 
eeeee ation pasciinn price, ex tax (4 por gal) 


Gasoline consumption (million 
cars—domestic 


ea ee a ae 


Latest Month 


32,245 (Mar.) 
22.16 (June) 
3,987 (Feb.) 
526 (Apr.) 
85 (Apr.) 
5,989 (Apr.) 
1,266 (Mar.) 
44 (Mar.) 

1,192 (Apr.) 


Lube oil 


Crude at well 
($ per bbl.) 3.18 


NPN PRICE AVERAGES* 
Refinery /Terminal 


(¢ per gal.) 


Jume May 


1957** 1957 


Gasoline 


(regular) 1 


Kerosine 1 
Distillate 
Residual 
4 principal 


products 


10.13 
6.40 


10,37 
24.17 


2.71 
1.56 


12.72 
11.75 
10.27 

6.42 


10.41 
24.17 


3.18 


* Weighted average price, principal 
markets. **Through June 7. 


May 1957 


195,285 
96,881 
25,020 
40,067 

268,601 


8,015 . 


961 
89.8 


3,835 

285 
1,828 
1,134 


7,462 
1,003 


26,471 
22.20 
4,407 

569 
74 
5,579 
1,961 


June 1956 







June 
1956 








12.05 
10.95 
9.34 
5.20 



















9.53 
22.63 






2.84 



















177,076 
93,758 
26,111 
39,073 

274,491 


8,071 
974 
95.0 


3,880 

290 
1,755 
1,098 


7,100 
955 


Year Ago 


9,862 
21.76 
3,937 
530 
83 
5,761 
1,348 
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New Plants Add to Oversupply 


THAT DANGEROUS GAP between refiners’ in- 
ventories and estimated demand is getting bigger. 

Reason: expansion in refining capacity over the 
past year is keeping refiners from scaling opera- 
tions down to the probable level of demand for 
the last half of 1957. To make things worse, de- 
mand may be lower than anticipated. 

Capacity is expanding at a rate well ahead of 
the estimated rate of gain in product demand, ex- 
cluding emergency exports. U.S. total is now around 
8,922,000 bbl. of crude charge. That’s 450,000 
bbl. (5.3%) larger than a year ago. 

This growth in capacity shows up in con- 
tinuing high rate of crude runs to stills. After being 
stepped up in the early months of the year to meet 
the emergency demand from Western Europe, over- 
all runs in April and May continued higher than 
estimated needs. In June, however, many refiners 
announced reductions in crude runs. Strikes at 
several plants also temporarily reduced the over-all 
rate of operations. 

Demand seems to be slumping. It looks now as 
if total product demand for the third and fourth 
quarters won’t be up to revised forecasts of a few 
weeks ago—which in turn were scaled down moder- 
ately from first-of-the-year projections. NPN esti- 
mates of actual total demand for five months of 
1957 are under earlier demand forecasts for all 
major products. May estimates for both gasoline 
and distillate fuels are lower than actual demand 
in May, 1956. 

Some reasons for the possible demand drop this 
summer and fall: lower car and truck sales, smaller 
farm incomes. The lag in home-building and com- 
petition from natural gas could cut into the growth 
of distillate sales during the next heating season. 

Growth in refining capacity is centered in a 
few refining districts, not spread evenly over the 
country. New refineries in the East Coast district 
have added 200,000 bbl. to the potential crude 


How Refinery Expansion Affects Crude Runs 
(Daily ave., April-May 1957 and 1956 (000 bbl.) 


%o 


1957 1956 Change 


Best eet ke. oo) eee 1,035 +-15.6 
Appalachian ........ ASS 197 18 
Ind.-Ill.-Ky. ....... 1,358 461346 «44+ 09 
Minn.-Wis.-N.&S.-Dak. : 94 79 + 19.6 
Okla.-Kan.-Mo, ........... 661 654 + Ll 
rexes 6nd = .2.3265805 259 263 — 15 
Tees Gull... 5 ee oe ES 1,989 — 3.2 
Louisiana Gulf .... ii ae 694 — 3,7 
Ark., La. Inland ... meet 18 78 _ 
PEW MAKIOS 2 is, se. oe 28 23 4-21.7 
Other Rockies  ..... oa 248 — 1.6 
California ........ i Ee AOE ke ES 
235) Saal See re oe 7,697 +. 3.5 
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charging capacity there; in the Texas and Louisiana 
Gulf district, another 180,000 bbl. 


On a smaller scale, crude charging capacity in 


the inland area (including Minnesota, Wisconsin, 
and North and South Dakota, made into a new 


refining district two years ago) is now up to 100,-. 


000 bbl., double the 1955 capacity. In the Pacific 
Northwest, refineries in Washington are up to nearly 
100,000 b/d crude capacity. 

These operational increases in a few districts 
influence all districts. They mean readjustments in 
refiners’ operating rates in other territories. They 
also mean that product distributors in many states 
will be studying their supply arrangements to learn 
if they can purchase more advantageously in other 
areas. 

Details of how expansion in 
in certain districts are in the table at left. 
The percentage rate of change in April and May, 
from the same two months in 1956, is large in the 


affects runs 


East Coast, Minn.-Wis.-N.&S. Dakota, New Mexico — 


and California districts. Other refining districts 


show very small increases—some even decreases— 


for the same period, The exception is Texas and 
the Louisiana Gulf, where runs were down, even 
though plant e 
bbls. of crude 




















gee cecmaae to 180,000 _ 



















Use this faster Way 


to make safe deliveries 
to underground tanks 


u 


EVER-TITE 
"99" Coupler 
with Sight Gauge 





Yy 





97 Twisting Cap 


97 Locking Cap 
Can be podiocked 


ou can get faster, safer tight-fill deliveries to 

underground storage tanks by using the Ever- 
Tite No. 99 Coupler with full 3” 1.D.—acoupler 
that is so adaptable that it meets every tight-fill 
delivery requirement, and can be used with a 
manhole as small as 614” in diameter. 
An outstanding safety feature is the specially 
designed sight gauge which shows from every 
angle that delivery has been completed—a valu- 
able safeguard against loss of product. Coupler 
is made with male or female threads or adapter 
for standard Ever-Tite Coupler as shown. 


Easy To Use 

This 3” Ever-Tite “99” Coupler is used with 
any of the Ever-Tite “97” Adapters pictured 
below, which also are full 3” LD. in 3” and 
larger sizes. Until No. 97 Adapters have been 
installed on fill pipes, loose fill down spouts 
with brass tubes, pictured below, are available 
for use with the same 3” No. 99 Coupler. 


*T he Ever-Tite Trademark is a balimark of 
for the petroleum industry — proved 


MUNN YY 


To operate, just push the coupler onto the 
adapter and press down the push rod which 
locks the coupler tightly to the fill. After deliv- 
ery, just raise the push rod, remove the coupler, 
and replace the water-tight cap. The push rod 
can also be used as a carrying handle. The same 
operation applies to down-spout units. 


Reduces Operating Costs 

The Ever-Tite No. 99 Coupler is made of high 
tensile aluminum, with bronze rod and 
cams. Extremely light, yet and sturdy— 
your assurance of long, trouble-free service. 
Ask your distributor now, or write for full 
information. 

dependability in fittings 
by 17 years of pre-eminence. 


EVER-TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19, N. Y. 


SS 


2%" LP.7. 
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Friendly scenes like this are being used in Sinclair's 
National Advertising. They picture the friendly relation- 
ship between Sinclair Dealers and their customers. 


GET YOUR SHARE OF THE 
BIG SWITCH TO SINCLAIR 


Every advertisement in Sinclair’s great new cam- 
paign plays up the Sinclair Dealer in a friendly, 
inviting way. These ads show the Sinclair Dealer 
as a good neighbor and a good business man. And 
they are persuading more and more motorists to 
stop for Power-X Gasoline because it “Works Like 
a Free Engine Tune-up”. 


Sinclair is telling the Power-X story to motorists 
in 36 states—in hundreds of newspapers . . . color- 
ful, action-getting billboards... with over 10,000 
announcements per week on 880 radio stations. 
And every part of this campaign is dramatized 
by strong, point-of-sale promotion material. 


“leads the industry in dealer assistance” 





Get your share of this profitable new business. 

Switch, now, to Sinclair. Talk it over with: your 

Sinclair Representative. Or write Sinclair Refin- 

ing Company, 600 Fifth Avenue, New York 20, 

New York. Ask,too, about the Sinclair TBA fran- 

— It features Goodyear, the greatest name in 
r. 


Dino, The Sinclair Dinosaur says: 
Because motorists say | am their best 
friend, | can be your 
best friend, too! 


NATIONAL PETROLEUM NEWS * July, 1957 





Plain Talk in the Open 


In the past two months a few ranking marketers have been willing to speak 
publicly about delicate internal problems—much more so than in the past. 


Going back to early May two high-level major company officials sat on a panel 
and discussed jobber-supplier relations. (See report on page 128.) The officials are 
J. L. (Buck) Wadlow, Shell vice president, and George D. McDaniel, in charge of 
dealer-distributor relations for Socony Mobil. 

Appearing before an audience composed of jobbers, commission agents, suppliers 
and equipment manufacturers, McDaniel and Wadlow engaged in a free exchange 
with two North Carolina jobbers. They discussed such varied points as commercial 
discounts, alleged station overbuilding, and questionable communications. 


It’s the first time, according to available records, that two major-com- 
pany men of that rank have agreed to participate in an extemporaneous 
exchange about such a delicate topic as jobber-supplier relations, filled as 
it is with aspects often considered taboo because of legal implications. It 
was successful because both men know jobbers, know their subject well, 
occupy prestige positions, are forthright and articulate. 


A few days later at the API Marketing Division mid-year meeting there were 
several sessions featuring plain talk on subjects once regarded too delicate for public 
discussion. At the Jobber Advisory Committee meeting, jobbers pursued the old 
problem of commercial discounts. At one point it was stated that jobbers are as 
responsible as suppliers for undercutting commercial account prices. Jobber John 
Harper bluntly asked: “If other jobbers sell to commercial accounts at cut prices, 
where do they get the product?” 


The question was not answered. But Chairman Dwight Benton, Indiana Standard 
marketing vice president, went around the table asking the major company repre- 
sentatives (and several were marketing VPs) for their comments on commercial ac- 
counts. Some of the comments were evasive; but it is noteworthy that they were 
solicited and that replies were forthcoming— instead of the rejoinder, “I'll have to 
confer with my legal department before discussing this.” That’s something that 
wouldn’t have happened as recently as 18 months ago. 

Suppliers talked freely, too, with commission agents and dealers at their respective 
business sessions at the API meeting. 


The knottiest problems have yet to be solved. But the plain talk in public 
is having a salutary effect because it seems to be creating an environment 
of better understanding. This goes beyond private talks between jobbers and 
suppliers, beyond the small, closed group sessions and beyond the supplier-jobber 
gripe sessions developed by the Iowa Independent Oil Men’s Assn. 


This, however, is only the beginning. Jobber organizations would do well 
to consider inviting ranking men from supplying companies to participate 
in panel discussions touching on their policies and thinking (excluding, of 
course, information that would be competitively detrimental.) The suppliers 
would do well to make top men available for these discussions—men who 
can act as spokesmen, who are well-informed and articulate. 


Probably it will take some time to advance public discussions to a point where 
all majors would be willing to participate or to discuss all marketing problems. This 
certainly is a plausible long-range objective because this could be the key to a better 
understanding by breaking down the suspicions of many jobbers, commission agents 
and dealers about suppliers’ motives, practices and policies. 
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Be 
a 


you can meet any lubrication specification if you 


BLEND WITH ENJAY PARATONE® 


(VISCOSITY-INDEX IMPROVERS) 


Base stocks blended with Enjay Paratone can be compounded into lubricants combin- 
ing cold-weather quick starting properties with high temperature, low consumption 
characteristics. These lubricants are all-season oils, featuring improved gas mileage. 
More and more refiners and blenders are relying exclusively on Paratone to produce 
the high “VI” required in these all-season oils. 


Through years of intensive research and development work with automotive manu- 

facturers, Enjay has developed the only complete line of high quality additives 

(Paramins®) that can assure maximum performance characteristics. Why not let this Pioneer in 
experience and know-how work for you? Write, wire or phone the Enjay Company. Petrochemicals 


ENJAY COMPANY, INC., 15 WEST Sist ST., NEW YORK 19, N. Y. 
Akron * Boston « Chicago « Los Angeles * New Orleans * Tulsa 


Smt Ae Rm OI age prone 
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Special Report 


““Many of today’s jobbers have to 


become more efficient managers 
or they’re going to die.” 


—A marketing vice president 


How to Improve 


Jobber Efficiency 


THE IDEAS on the following pages represent the best thinking 
of the country’s top marketers on the subject of jobber efficiency. 
They make up a check-list every jobber can use in evaluating his 
business. If you aren’t using most or all of these ideas, it will pay 
you to consider them carefully. 

NPN asked 100 top jobbers and 100 key major-company mar- 
keters for suggestions to improve jobber efficiency. Over 400 were 
submitted. On the next pages, you'll find the 12 most frequently 
mentioned by jobbers and suppliers alike, plus 18 “bonus” ideas. 
Even if your operation is running at a high level of efficiency today, 
you'll probably find money-making ideas you can use. 

“The future of oil marketing will belong to those who move with 
the times,” a major official said last month. The ideas in this spe- 
cial report can help you do just that. 


Please turn the page 
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Jobber Efficiency 










12 Ways to Improve 


“MANY JOBBERS DON’T KNOW if they’re even 
making money. And when they do know, they 
often can’t tell how or why.” 


That’s a typical comment by a major executive 
on jobber accounting practices, and most top job- 
bers go right along with him. Says one: 

“We all know we need better accounting meth- 
ods. They make for better stock control, credit con- 
trol, cost control—and more profit. But a lot of us 
seem to think guessing is more fun or sporting.” 


Improved accounting—and closer, more creative 
analysis of accounts— was singled out by both ma- 
jors and jobbers as the number one field for up- 
grading jobber efficiency. It ranked well ahead 
of any other suggestions in NPN’s survey. 

Everything begins with a good set of books. Says 
a West Coast marketer, “Jobbers at all times should 
maintain accurate, fact-revealing records, including 
monthly profit-and-loss statements. These should be 
shown for each department.” 


“A jobber’s accounts must specifically spell out 
the sources of revenue and the items of cost,” says 
a Midwest marketing vice president. Reviewing 
these monthly will provide a basis for analyzing 
and determining procedures for the most efficient 
scheduling of trucks and manpower. It will further 
reveal all other cost-of operation items that might 
be serving to undermine a business without detec- 
tion until too late.” 

“Besides the internal need for good books,” 
says a Southeastern marketer, “good aceounting can 
be a very definite business tool. An orderly and 
revealing set of records is a must in borrowing 
money or securing credit. It can also be used to 
make impressive sales charts that could win new 
accounts. Yet time after time we see jobbers lose 
business opportunities because they lack the proper 
records.” 

How do you get a good set of books? 

Have a qualified bookkeeper set you up. Unless 
you really know what you’re doing, don’t try to 
devise your own system. Ask your banker to recom- 


Jobber E. J. “Connie” Connable, Moto-Pep, Inc. 


1 Improve Accounting 


mend a good accountant to do the job for you. 


Whoever you consult, be sure he understands the 
nature of your business and the type of facts you 
want to know. Tell him you want internal controls, 
like cost per gallon, per-man-hour output, stock 
losses. Tell him how much you're willing to do and 
spend to maintain close, informative accounts. 


That, of course, depends on you. Jobber Ralph 
Pendergraft of Jackson, Miss., suggests this course: 
“Make sales reports daily, use perpetual inventory 
on lube and TBA, measure light oils daily, check 
in and check out all movements from your plant, 
take accurate month-end inventory, balance out, 
and prepare a monthly operating statement.” 


When you’re through, you should have a set of 
records that can tell you every fact that’s pertinent 
to the successful conduct of your business. The 
records you need will vary with the size and nature 
of your business. Here’s what one accounting- 
minded jobber uses: 

(1) Accounts receivable control record; (2) cash 
journal; (3) purchase journal; (4) general ledger; 
(5) daily sales record by products; (6) accumu- 
lative sales record; (7) unit cost breakdowns for 
personnel, rolling equipment, loaned delivery equip- 
ment, credit, bulk plant expense, unit commodity 
cost, unit marketing cost, and unit net profit; (8) 
monthly inventory, priced complete; (9) monthly 
operating statements; (10) monthly P & L balance 
sheet. 

You may feel you have enough to do already 
without giving yourself more office work. But 
remember that good accounting can save you both 
money and work in the long run. 

Finally, don’t let that professional accountant get 
away once he’s set you up. Don’t hesitate to con- 
sult him on any problems you or your bookkeeper 
may run into. Have him adjust your records at the 
end of each year. 

Setting up a system is only half the battle. Using 
it creatively is the other half. Says jobber E. J. Con- 
nable, Memphis, Tenn.: “Install an up-to-date ac- 


‘Install an up-to-date accounting system. Know what your costs 
are. Throw out anything that does not return a profit.” 
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—And Analyze 


counting system. Know what your costs are. Then 
throw out anything that does not return a profit.” 


Good analysis is the payoff of good accounting. 
Says a major vice president, “Jobbers should con- 
stantly study and analyze their operations . . . to 
reduce operating costs and/or improve profit possi- 
bilities. They should use every aid at their disposal, 
including specialists from supplying companies.” 

Adds jobber Larry Setzer, Camp Hill, Pa.: “Care- 
as are available to the large companies. Thus every 
are no large amounts of cash floating around such 
as are available to the large companies. Thus every 
penny must go as far as possible—maybe even 
farther than that.” 

Analysis has one primary purpose: segregation of 
unprofitable from profitable phases of your opera- 
tion. From that point you can move ahead to 
remedy the unprofitable phases. 

Look over your departments. If one isn’t paying, 
cut it out or make it stand on its own feet. “I’m 
giving up my commercial accounts,” says a Southern 
jobber. “In today’s price structure all I get is the 
gallonage without the profit, and it costs me $7,000 
a year for a commercial salesman.” 

“Jobbers should know the degree of profitability 
of each customer,” says another marketer. “Then 
he should be selective about who he sells. Quite 
often this will reduce volume, but increase profits.” 

Look over your methods. “Be prepared to elim- 
inate old practices if costs show them unprofitable,” 
says jobber Ted O. Groebl, Big Spring, Tex. “For 
example, company maintenance of pumps and 
equipment proved a greater expense to us than 
local contractors and shops.” 

Review continuous-expense items to see if addi- 
tional one-time investment will eliminate a monthly 
expenditure. For example, you might save by 
switching to signboards that don’t require periodic 
painting. 

Look over your entire business. See how the parts 
are contributing to the whole. Know how your 
margin expenses relate to sales, investments, bal- 
ance sheet, and each dollar of payroll. 

Remember the dollar sign is your magic figure. 
Gallonage figures may be big, but they don’t mean 
a thing if profit figures are small. 

Always keep looking ahead. Don’t run your 
business on a day-to-day basis. Make periodic 
forecasts of potential sales, profits and flow of cash. 

Put these forecasts —S with past a 
and lay out ambitious, realistic budgets for 
vestment and expense for each calendar year. That 
way you'll be safeguarded against snap decisions 
and unforeseen expenses in the future. And you'll 
wind up making more profit. 
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A JOBBER CAN MAKE dynamic improvements 
in his business if he really bears down on personnel 
relations. Almost all top marketers say this. Much 
of what they say also applies to the jobber’s rela- 
tions wtih his dealer customers. 

What’s holding up progress, then? 

Here’s one independent’ Ss answer: “Because a 
jobber’s organization is a small one, he is closely 
associated with his employes and is reluctant to 
make personnel changes essential to a good, wide- 
awake, hard-hitting organization. It is tough to do 
and a sorry conclusion to draw, but most distribu- 
tors’ employes—particularly their truck drivers— 
are past peak efficiency.” 

There are ways to change this. They boil down to 
a five-point personnel program stressing selection, 
training, encouragement, assistance, and respect. 
Here’s the way to make it work: 

Be choosy—and don’t be stingy. “Cheap, incom- 
petent help accounts for a great deal of the jobbers’ 
loss of business,” says a Midwest executive. 

Most marketers agree—in theory, at least— 
that it’s better to hold a job open than fill it with a 





THE DISPATCHER’S DESK is a good place to 
start overhauling the operations end of a jobbership. 
This takes good cost accounting, careful analysis, 
and a territory map or two. 

First of all, you’ve got to have up-to-date per- 
gallon delivery costs for each of your vehicles. 
They’re the statistical tools you'll need to dispatch 
more efficiently. 

One jobber defines efficient dispatching ‘as “get- 
ting maximum deliveries to a minimum of stops in 
a concentrated area.” How to achieve this? 

Direct delivery is frequently the best bet, both 
jobbers and majors agree. Says jobber J. K. Glenn, 
of Winston-Salem, North Carolina: “Not enough 
effort is made by the average jobber to deliver gas- 
oline to service station and consumer accounts di- 
rect from the jobber’s source of supply in transports. 

“Generally, it costs no more to deliver direct to 
the consumer or reseller by transport truck than 
to take delivery of the product at your bulk 
plant. You can save not only the throughput at the 
bulk plant, but also the actual: email truck and 
driver cost for redelivery.” 









2 Upgrade Personnel 


poor prospect. He can be poor in terms of ability 
and/or background—or in less obvious ways. It’s 
up to you to detect these. 


In salary, it’s a hard but true fact that you get 
what you pay for. To compete in the manpower 
market you’ve got to pay a fair starting rate and 
keep pay up to date. It may mean cutting costs 
elsewhere in the operation, but it will pay off in 
higher productivity, more volume, and—eventually 
—more profit for you. 


Upgrade training. “Too few jobber employes are 
given the benefit of patient, professional instruc- 
tion,” says a major division manager. 


“On-the-job training generally is most effective,” 
says Gulf Oil marketing vice-president C, J. Guzzo, 
“and people should be given more and more respon- 
siblity as they prove their ability to handle it. Train 
the more promising ones for positions of increased 
importance, the others to find the spot where their 
talents may be used to greatest efficiency. Develop- 
ing back-up men for the important jobs is better and 
often less costly than having to go into the open 
market for one if it becomes necessary.” 


3 > Make Your Delivery System 


Does direct delivery always pay out? Jobber 
John Decker, North Dakota, Minot, says it does 
when “size of account, turnover, distance from ter- 
minal or warehouse, and size of stock loss in 
handling justify the expense of conversion to large 
storage and allow you a profit, after depreciation, 
interest on investment, and all costs have been 
allowéd for. Investment includes additional product 
as well as additional storage facilities.” 


Even when direct delivery won’t work, there are 
plenty of ways to improve bulk plant delivery. Sup- 
pliers can often be helpful here—one marketer 
points out that “almost all have perfected systems 
that are streamlined and much less costly.” 

The equipment should be right for the job. If a 
truck’s not suited to the capacity of the accounts 
it serves or the distance it travels, you can’t get the 
most out of it. Marketers generally recommend 
using the largest units allowable. Says jobber Bob 
Kent, Salina, Kan., “Cost records will usually reveal 
the economic -necessity of replacing smaller equip- 
ment.” 

Adds a major-company operations chief, “Our 
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Policies 


Make sure your employes know what their job 
responsibilities are, and understand your over-all 
objectives. “People working without purpose are 
not the best producers,” says one executive. 

Off-the-job training can help, too. “All jobbers 
should hold monthly educational meetings to keep 
their men up to date,” suggests a major official. For 
dealers and burner men, supplier programs and 
specialized burner schools are often available. For 
key personnel, there are jobber association man- 
agement institutes and executive seminars at local 
or state schools. 

Encourage your men in all possible ways — 
through wage incentives, recognition, constructive 
leadership (“Put in a good day’s work yourself,” 
says one jobber). 

There are numerous incentive plans (NPN— 
Sept. ’56, p96). There’s also profit-sharing. This 
“forces everyone to become alert for loopholes,” a 
lady jobber says, “and many heads are certainly 
better than one or two.” 


“Study the abilities of each man and give him 
additional responsibilities according to his apti- 


Special Report 





“Loyal and well-trained 
personnel are the great- 
est asset any company 
has.” 


Paul Deer 
President 
Bonded Oil Co. 


tude,” advises New York jobber John Harper. “Pay 
him proportionately to his accomplishments.” 

Give your men a hand when they need it. That 
means spending time out on the firing line—and it’s 
especially important in getting dealers established. 

Treat your people with respect. “Loyal and well 
trained personnel are the greatest asset any com- 
pany has, regardless of size,” says Paul Deer, presi- 
dent of Ohio’s Bonded Oil Co. “This can only be 
had when the top executives, junior executives and 
officers of the company have a genuine and sincere 
desire to create good employe relations.” 

Deer suggests a well planned retirement program, 
hospitalization plan, and a “positive, enthusiastic 
and aggressive attitude” on the part of executives 
as means to this end. 


Work Harder for You 


experience shows that an increase of 39% in ca- 
pacity of gasoline trucks effected a net saving of 
154% in trucking cost. The installation of maxi- 
mum storage, consistent with volume and credit, 
resulted in additional savings by reducing truck 
miles per thousand gallons, reducing driver time, 
and increasing gallons per hour.” 

Equipment should yield maximum use. Many 
marketers double-shift their trucks. Result: greater 
unit payout, fewer trucks, economical night deliver- 
ies. Capable, well-trained drivers—given the right 
incentives—are also a big factor in getting top per- 
formance. 

Routing should be “scientific.” The most success- 
ful jobbers don’t deliver beyond the “economic 
radius” of their plants. An account may be tempting 
—but if it’s too far away for you to make a profit on 
each gallon, then let it go. 

Setting up subplants is one way to get around this 
problem, however. If volume can justify it, it may 
be wise to develop rural bulk plants to cut down 
long truck trips to pick up and deliver product. Fuel 
oil jobbers find this especially useful. 
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Routes should be regular. You save big money 
by cutting emergency deliveries to a minimum. That 
goes equally for gasoline, fuel oil and TBA. Plan 
your delivery schedule around peaks and valleys in 
demand, tell your customers when to expect you, 
and stick to it. Use an automatic degree day system 
for fuel oil. 

Routing should be modern. New devices like 
two-way radio (NPN—May ’56, p138) can save 
mlieage and allow quicker service for fuel oil 
delivery and service trucks. 

Deliveries should start fast. Make some changes 
if trucks are wasting time in your yard because load- 
ing lines are too small, pumps are too slow, rack 
capacity is too little, or driveway is too cramped. 

Deadwood should be cut out. If trucks are stand- 
ing idle, they should be disposed of—and the same 
goes for personnel. Small-delivery accounts that 
cost you money should be discontinued or made to 
pay. Says jobber Parks Gwaltney, Durham, North 
Carolina, “We get 2¢ gal. extra on all deliveries un- 
der 75 gal., and avoid small deliveries if possible.” 

(Please turn the page) 
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4 Make More Use of 


JOBBERS IN GENERAL may be lukewarm about 
getting help from their suppliers—but most sup- 
pliers think they could use it. 

So do some jobbers. “Most of us don’t scratch the 
surface on this one,” says C. H. (Chuck) Arnold of 
Fargo, N. D. “This is really a goldmine if used prop- 
erly and to the utmost.” Another says, “Too many 
jobbers attempt to keep the supplier at arm’s 
length.” 

Major officials like Gulf’s C. J. Guzzo are out- 
spoken on the subject. “A jobber should take ad- 
vantage of every bit of marketing assistance his sup- 
plier has to offer,” says Guzzo. “A supplier not 
only has his own experience to draw on, but he may, 
and usually does, act as a clearing house for ideas 
for all of his jobber customers. 


“Suppliers, because of their size and geographic 
coverage, can more effectively spend the money and 
time necessary to develop the most profitable mar- 
keting practices,” Guzzo explains. “Because the job- 
ber’s success is also the supplier’s success, the sup- 
plier is anxious to make such knowledge and ex- 
perience available to his jobbers. The results of such 
assistance can be measured in dollars.” 

What can jobbers get from this source? 


Suppliers can give direct aid and services. That 
means everything from blueprints and reports to 
specialists and bank loans. Here are some of the 


chief areas of assistance offered by majors: 

e Advertising and sales promotion. In these 
fields, two-way strategy really pays off. Says one 
sales manager, “Jobbers should consult with sup- 
pliers frequently on the best way to invest their 
funds in advertising, so the programs of jobber and 
supplier will jointly result in the greatest over-all 
benefit.” 


e Training. Most suppliers have extensive facili- 
ties for their own men, and say they’re glad to let 
jobber help in on their programs. 


e Real estate. Jobbers don’t take enough advan- 
tage of existing programs designed specifically for 
them, some supplier officials complain. They’d like 
to see wider use of lease-loan arrangements, and 
plans for financing new stations and rehabilitating 
old ones. 

e Construction. Almost all majors have engi- 
neering services and standard station and bulk plant 
designs for jobbers to use. 

e Sales. Majors are constantly testing new sell- 
ing ideas at company stations, can lend specialists to 
demonstrate them at jobber outlets. 

e Taxes. Most companies employ top tax brains 
and make them available to jobbers. 

e Accounting and credit. Experts are on hand 
for consultation at most companies. 

e Fleet operations. Men from supplying com- 


> Install Larger Equipment 


JOBBERS SHOULD START thinking in terms of 
bigger equipment if they want to be more efficient. 
Successful jobbers and majors see eye to eye on 
that. 

In line with an over-all aim to increase gallons 
delivered per mile and per hour (see page 98), 
progressive marketers are using bigger equipment in 
three important places: 

e On the road. “While requiring greater invest- 
ment,” says a New York State jobber, “bigger trucks 
can offer lower per-gallon delivery costs to retail 
consumers and service stations.” 

e At the delivery point. Bigger storage permits 
larger deliveries—often direct from refinery or ter- 
minal—to both gasoline and fuel oil customers. 

e At the bulk plant. To streamline deliveries, 
larger-capacity pumps and lines are being installed 
to permit faster loading. 


Are jobbers keeping pace with the trend? No, 
say most suppliers and some of the jobbers sur- 
veyed. One official says: “Many are still using 600- 
800-gal. tank trucks, whereas today’s roads usually 
permit at least 1,500-gal. units.” 

It’s nearly always best to put in a pair of 5,000- 
gal. tanks at a station (if possible) and switch to 
transport delivery, top marketers say. That not only 
cuts delivery costs but cuts extra personnel. Even if 
transport delivery is impossible, it’s often wise to 
enlarge tank wagon capacity. Another step is to 
educate dealer customers on the desirability of large 
orders, and establish minimum orders. 

“At the price of new trucks, all this is easy to 
say but hard to accomplish,” a Wisconsin jobber 
objects. But a major man answers, “Don’t hesitate 
to go into debt on improvements like this. Ask your 
supplier’s help. You'll be well repaid.” 
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Your Supplier 


panies can often make constructive analyses of 
delivery and maintenance systems. 

e Market research. This is a specialized depart- 
ment, but it pays off for jobbers (see page 102). 
Most suppliers offer research aid. 

Suppliers can furnish advice and counsel. Major 
executives point out that suppliers are frequently 
in a good position to keep jobbers posted on 
changes in products, methods, road routes, popula- 
tion. All the jobber has to do, they say, is ask. 

Explains the sales manager of a Southwest major, 
“Jobbers should cultivate the close friendship of one 
or more of their supplier’s management. Then they 
should set up periodic opportunities to discuss prob- 
lems of mutual concern.” 

Other executives note that the jobber can help 
himself by making his supplier want to help him. 
Says one, “Any supplier will fall all over himself to 
help a jobber who’s made himself a valuable mem- 
ber of the team.” 

Several companies are following the lead of So- 
cony, Esso and Continental in setting up staff posi- 
tions for jobber liaison. That’s brightening the out- 
look for jobber-supplier cooperation. In the words 
of Jobber Ted Groebl, Big Spring, Tex., it should 
“not only improve jobber efficiency, but eliminate 
some of our problems—both often bogged and 
watered down through regular channels.” 


“4 jobber should take advantage of 
every bit of marketing assistance his 
supplier has to offer.”’ 


C. J. Guzzo 
Marketing vice president 
Gulf Oil Corp. 


6 Tighten Credit Control 


YOU CAN’T MAKE MONEY by neglecting it, but 
that’s what’s happening to jobber accounts receiv- 
able in many cases. 

“It’s not that jobbers are taking excessive credit 
losses,” a major executive explains. “It’s that 
lenient terms and slow collections are tying up 
working capital that could otherwise go into fixed 
investments, reduce borrowings—saving interest 
charges—or earn cash discounts.” 

“Many jobbers don’t age their accounts,” says 
another official. “They still operate on the basis that 
‘old Joe will pay one of these days.’ ” 

What to do about it? Jobbers and majors concur 
on this: 

Spend more time on credit and scrutinize the 
books more closely. That will bring the receivables 
picture up to date and into focus. Then be sure your 
policy makes sense. 
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“A jobber’s credit policy should depend on the 
amount of working capital available,” says an east- 


ern 


jobber. A major man adds, “To function effi- 


ciently, a system should be rigid enough to maintain 
adequate control and flexible enough to meet the 
challenges of unusual situations.” 


Other tips to tighten credit controls: 


Have an up-to-date, efficient set of books. 

Be sure there’s understanding about terms. 
Follow up to see if terms are conformed to. 
Charge interest on overdue accounts. 

Handle all accounts in a uniform way. 

Verify new customers’ credit standings. 
Promote budget plans for fuel oil accounts. 
Use a part-time collector if the size of the bus- 


iness doesn’t justify a credit manager. 


(Please turn the page) 
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Jobber Efficiency 


7 Get Outside Advice 


A JOBBER CAN LEARN PLENTY about his 
business by seeing it through someone else’s eyes, 
NPN’s survey shows. 


“Many jobbers (certainly not all) have stayed in 
a horse-and-buggy rut,” says Stanley D. Breitweiser, 
marketing vice president of Vickers Petroleum Co. 
“Most of them need to have an outside evaluation 
made of their business, either by their banker or a 
competent management consultant. The latter does 
not cost much and is readily available.” 

NPN’s survey turned up at least five good ways 
of securing an outside point of view: 

Get professional help. Says a major official, “A 
jobber can get advice from his banker by trying to 
borrow $50,000. He can gather suggestions from 
his lawyer, accountant, tax specialist, advertising 
agency, business machine manufacturers, or the 
advertising department of his newspaper.” 

Marketers say the local banker is one of the best 
sources of jobber advice—he’s usually wise about 


business matters and he knows all the peculiar local 
circumstances. 


Professional management consultants are playing 
an increasingly important part in major company 
operations, and they can usually help jobbers, too. 
If there’s no such firm in a jobber’s area, good 
counsel is almost always available from the business 
department of the state college or university. 

Before you act, be sure about the fee. While 
business advice sometimes is free, it can also run 
into big money, depending on the source. 

Study publications for applicable ideas. Use them 
as yardsticks to measure your business by. Sales and 
financial ratios, for example, can be compared with 
averages published regularly by NPN, Dun & 
Bradstreet, National Oil Jobbers Council, Account- 
ing Corp. of America’s “Mail-Me-Monday,” the 
business departments of state universities, and 
suppliers. 


NPN and other business publications constantly 


8 Find Out More About Your 


“ORDINARILY a jobber cannot afford to hire a 
full-time market researcher,” says Gulf’s C. J. 
Guzzo. “However, few jobbers can afford not to 
know the facts that such research offers.” 

How can jobbers get in on market research? 
Some studies can be made by jobbers themselves, or 
by their employes. Others can be obtained for a fee. 
And, says Guzzo, “One of the best sources of re- 
search assistance is the supplier. The possibilities of 
supplier-jobber cooperative market research are 
virtually unexplored.” 

Market research is just a systematic, factual ap- 
proach to business information. It can be as simple 
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“Intimate knowledge of 
the products market will 
enable the jobber to buy 
opportunely—with sub- 
sequent savings.” 


Jobber Bob Kent 
Kent Oil Co. 


or complex as you want to make it. Proof that it 
doesn’t have to be expensive comes from 20 Con- 
tinental Oil stations in Houston. They mapped their 
productive market areas by the simple means of 
having customers register for an inexpensive give- 
away (NPN—April, p141). 

You start with accounting facts. Says one vice 
president, “If a jobber is to be efficient he must have 
up-to-date knowledge of his market potential, of 
real estate values, of advertising effectiveness and 
of operating costs. He must be aware of his gross 
margin by product, by class of trade, by area. His 
credit policy and financial structure must be ade- 
quate to the job to be done. And his accounting 
system must be complete and modern enough to 
supply all the facts.” 

You can develop information on your own, even 
without these facts. Some vital areas to study: 

e The operation. What’s producing a profit—and 
what isn’t? When you know this you can concen- 
trate sales effort and managerial skills where they'll 
bring the greatest return. 

e The consumer. This means keeping abreast of 
market studies, car design changes—and people. 
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And Use It 


publish new ideas for improving business. So does 
American Petroleum Institute. Other helpful ma- 
terial, as suggested by the marketing coordinator of 
a national major: the Small Business Administra- 
tions’ Marketers’ Aids; The Principles of Marketing, 
by Beckman and Maynard; Retailing Principles and 
Practices, by Richert; The Practice of Management, 
by Drucker; Wholesaling, by Beckman and Engle. 

Attend oil jobber management institutes. “These 
provide valuable information to enable a jobber to 
review his operations and improve his manage- 
ment,” notes Nebraska jobber Tom Witt. More and 
more jobber institutes are being held throughout 
the country today, usually under the sponsorship 
of state associations. 

Get the views of other oil men. The best way to 
do this is to be active in an association—state 
groups, API, NOJC. A good association can be a 
hot trading-ground for useful ideas. 


Be your own outside consultant. Some marketers 


Market Potential 


Where are they buying? What are they looking for? 
Why don’t they buy from you? 

e The area. Times and places change fast. For 
example, says a New York jobber, “increased area 
growth and penetration of competition can often 
demand a retraction of marketing radius and greater 
concentration on close-to-home customers.” 

e The competition. Suggests a top major execu- 
tive, “Recognize the actual market leader, large or 
small. Pay close attention to his moves in pricing, 
merchandising and distribution. Be quick to adopt 
any methods and procedures that offer an advantage 
over your present method of doing business.” 

e The equipment market. Watch for innovations 
that might put you ahead of the pack. 

e The products market. Says Kansas jobber Bob 
Kent, “Intimate knowledge of the products market 
will enable a jobber to buy opportunely—with sub- 
sequent savings. Even though he may be contracted 
with a single supplier at a definite market price, his 
awareness of a weak market can be communicated 
to his supplier with benefit on a current basis, or at 
least make him a better buyer when his contract 
expires.” 
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Special Report 





“Most jobbers have 
stayed in a horse-and- 
buggy rut. They need an 
outside evaluation—by 
a banker or a consul- 
tant.” 


S. D. Breitweiser 
Marketing vise president 
Vickers Petroleum Co. 


firmly believe the best way to get an outside evalua- 
tion is to do it yourself. One of them is jobber E. 
J. (Connie) Connable of Memphis, Tenn. When 
Connable received NPN’s efficiency questionnaire, 
he’d just returned from a six-week sojourn to 
Hawaii to work out efficiency problems for himself. 
Reports Connable: 


“I wanted to get several thousand miles away 
from my business — away from telephones, away 
from contacts with my employes, away from all 
details—and then take a look. 

“On my return I tore my organization apart from 
A to Z.” 


e Business trends. You should have the answers 
to these questions, says C. J. Guzzo: How do your 
growth trends compare with industry? Are you 
maintaining your relative position in the market? 
Are cost trends slowly edging up, or are they indica- 
tive of ever-increasing efficiency? Do profit ratios 
show steady improvement? Does the trend of net 
worth figures indicate a healthy financial develop- 
ment? 


“A jobber should be alert to the changing nature 
of his business and stay abreast of new marketing 
ideas,” says Guzzo. “He should be alert to the im- 
pact of alternate fuels on his market. All such 
knowledge is vital to every modern business. Re- 
search in all these facets of a jobber’s operation 
will tend to strengthen the whole, for efficiency is 
lost through the small weaknesses in any of these 
areas. 

“Having established past performance and the 
probable future under similar conditions,” Guzzo 
concludes, “new goals should be established with 
supporting programs. Yardsticks of performance 
must be established and regular gagings taken.” 

(Please turn the page) 
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12 Ways to Improve 





HOW A JOBBERSHIP LOOKS has a lot to do 
with how a jobbership does. 


Here’s the way one high marketing-company of- 
ficial puts it: “In some areas distributors enjoy a 
strong position in retail distribution. In many in- 
stances, however, a few major oil company outlets 
obtain the cream of the business, due to the clean- 
liness of the facilities, appearance of personnel, and 
service rendered. 


“To get his share of this business, a distributor 
should endeavor to have his retail outlets maintain 
such standards. The growth of any petroleum mar- 
keting organization is largely affected by its appeal 
at the consumer level.” 


There are three chief routes to consumer appeal, 
say most marketers: 

Upgrading retail outlets. “The jobber is going to 
have to keep his outlets competitive with his com- 
petition, whether they be major companies, inde- 
pendents or other jobbers,” says a Midwest jobber. 
“This means eliminating outmoded stations, especi- 
ally in decadent areas.” 


“Every jobber should have a station moderniza- 
tion and replacement program,” says a major offi- 
cial. “The size depends on his available capital, but 
most jobbers should reinvest more net profit in such 
a program. On existing margins he should be able to 
generate all or a substantial percentage of the re- 
quired funds. In addition, he has supplier guidance 





O Work for 


HITTING A BALANCE in products sales can 
mean hitting higher sales figures too, most success- 
ful marketers believe. Says a Midwest company 
president: 


“The jobber should strive for balance—that is, 
develop sales in all available directions that will 
produce a profit. A good many jobbers are lop- 
sided in one direction or another.” That means: 

Gasoline jobbers should look into fuel oil. “A 
heating oil business,” says a major executive, “im- 
proves the general efficiency of any petroleum busi- 
ness with a minimum of capital to be invested. This 
is the secret of some of the eastern distributors’ 
success, as opposed to the Midwesterners. They 
don’t have to depend on gasosline margin alone.” 


Fuel oil jobbers should look into gasoline. “High- 


9 Look Sharper 


and aids for this purpose available to him.” 

Says another, “The gallonage of all stations that 
are not modern should be checked very carefully 
each month. Where there is sufficient land and 
traffic the station should be rebuilt, otherwise it 
should be abandoned. Many old units are being 
operated at a loss with no hope of ever increasing 
sales, because their owners don’t have sufficient 
property to build a modern station.” 


Stressing upkeep. “Many jobber operations in 
this area are very noticeable because their truck 
equipment is not in keeping with a company opera- 
tion,” says the Georgia division manager of a 
major. “I would recommend to jobbers that they 
maintain more ‘sparkle’ in their operations. Their 
dispensing equipment is not maintained in as good 
repair and does not present as attractive an appear- 
ance.” 


That means one thing: a thorough, systematic 
maintenance program. Some jobbers do it them- 
selves. Others use contract maintenance (NPN— 
April, p162). However you do it, it’s a route to 
better looks and bigger profits. 


Stressing service. “The value of service to a 
jobber can’t be overemphasized,” say$ a major 
executive. “It’s always his ace-in-the-hole.” An- 
other adds, “The old saw that promotion gets them 
in and service brings them back is just as true as 
it ever was.” 


Better Balance 


er labor and equipment costs demand fuller use of 
equipment and manpower,” says another jobber. 
“Gasoline volume, to supplement fuel oil and burner 
work, can maximize utilization of men and trucks 
in summer months.” 


Both should look into TBA and other products. 
“TBA and oil are active partners,” says a major 
division manager. “TBA can be a very profitable 
selling effort because there is very little added ex- 
pense to increasing TBA volume.” 


“The considerable potential profits through the 
sale of lube oils and greases is too often over- 
looked,” says a jobber. And in some areas, fuels 
like LP-gas offer a promising potential. In short, 
keep your eyes open for profitable, related lines 
that will help your business. 
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Special Report 





11. Plan Your Maintenance 


“PREVENTIVE MAINTENANCE of all equip- 
ment—plant, trucks, station pumps, everything— 
eliminates emergency calls and frustration for job- 
ber and customers alike,” says a top major official. 
“This kind of maintenance is less expensive be- 
cause it can be planned.” 

To get any good out of preventive maintenance, 
you must insist on sending a mechanic around to 
your stations even when nothing seems to be 
wrong anywhere. If you try to save by putting off 
inspection trips, you might as well wait for the 
emergency calls. 

Perhaps you’d be better off to contact an oil 


equipment jobber in your locality. He can set up a 
plan that will save the most in the long run. 

In any event, you'll find that on one visit a man 
can adjust pump and compressor belts, replace 
worn pump hose, tighten cylinder packing, or ad- 
just faulty computers. All these and many other 
on-the-spot repairs forestall future emergency calls. 
Four or five regular calls a year are usually enough. 

You'll need a record of the inspection to pin 
down abuses. The best record is a detailed check- 
list of the things you want done. That way your 
savings on emergency calls will more than out- 
weigh the inspection cost. 


12 Tighten Inventory Control 


PRODUCT IS SLIPPING AWAY from many job- 
bers—just because they aren’t paying close enough 
attention to their inventory records or taking tight 
enough stock loss control measures. 

Says North Carolina jobber J. K. Glenn, “We 
believe the average jobber does not check his in- 
ventories closely enough for losses. At any time an 
abnormal loss comes up, it should be checked into 
immediately.” 

The remedy starts with better records— as so 
many other jobber remedies do. “It is very easy for 
the jobber to suffer substantial losses without pro- 
per stock and inventory records,” says a major- 
company vice president. 

Adds an Oklahoma jobber, “Perpetual inventory 
records of all products will facilitate more intel- 
ligent and timely buying. They will show jobber 
turnover in various products and will serve to over- 
come stock losses and keep a cleaner stock inven- 
tory.” 

Getting such records involves frequent and regu- 
lar inventories, points out Curtis Parker, Louisiana 
Pan-Am distributor. It means “knowing cost of each 
product, selling price, and gross profit on each item 
of product. Having a financial statement by the 
tenth of the following month. And having a com- 
plete financial statement of your entire operation.” 

Physical measures are also important in han- 
dling and storing product. There’s a big premium 
on finding new and better ways to cut product 
spillage and waste. 
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Too many jobbers ignore conditions that can 
only lead to stock losses, marketers say. Here are 
some of the best ways to improve stock loss con- 
trol, as cited by both majors and jobbers: 

e Maintain daily temperature and gaging records 
at bulk plants. 

e Make sure meters and meter readings are ac- 
curate. 

e Check records and meters daily to catch mis- 
takes before they’re “cold.” 

e Record all bulk plant withdrawals systemati- 
cally, then check them against invoices. 

e Replace open vents on tanks. Make sure all 
above-ground tanks are equipped with pressure and 
relief valves. 

e Use sub-surface truck loading instead of splash 
loading. 

e Use loading slabs to keep trucks level. 

e Make sure maintenance of lines and valves is 
done often enough and regularly enough. 

e Make inventory easier by installing ground- 
level gas tank gages and thermometers. 

e Put in tight-fill delivery at stations, Ventalarm 
or similar systems at home fuel oil accounts. 

e Study inventory control and purchasing. “Gen- 
erally, jobbers have no idea of stock flow,” says a 
Midwest executive. “Stepped-up delivery from ac- 
cessible supply points can reduce inventory stocks 
and release capital for profitable investment.” 

(Please turn the page) 






















e Get more dollar volume from existing outlets. 
before you try to expand. Try out new ideas and 
services, make improvements in appearance and 
hours of operation. Decide whether it would pay 
to charge lower rent for gallonage increases. In- 
creasing sales this way requires no big capital ex- 
pense and reduces over-all costs of operation. 


e Take discounts for prompt payment. It saves 
money and improves your credit standing. 


e Plan future advertising. The hit-or-miss method 
is costly and ineffective. Plan your ads on a 12- 
month basis. 


e Offer a budget plan for fuel oil. It'll reduce the 
amount of your receivables, help hold present custo- 
mers, attract new ones and provide more working 
capital. Collection expenses will go down, too. 


e Look ahead in building stations. Don’t take long 
gambles on site and traffic. Put in enough storage to 
take transport loads. You may also need it to qualify 
for a multi-grade system, should the trend continue. 


e Plan for management succession. In a “one-man” 
business the death or illness of the important man 
results in serious losses in efficiency and value. At 
least one younger man should be trained to take 
over. Don’t confront your heirs, employes and sup- 
plier with a forced closeout or cancellation. 


e Be careful about sidelines. Other businesses can 
be a drain on your time and capital, resulting in 
harm to your jobbing business. 


e Be tax-wise. Get good counsel. Take steps to 
legally avoid—not evade—taxes (NPN—Jan., 
p76). When a department of your business makes 
over $25,000, consider setting up a new company 
to get away from that 52%. tax. 


e Have good public relations. Promote yourself 
as a local businessman through civic and com- 
munity work. Join clubs, work on drives. 






18 ‘Bonus Ideas 





Want Reprints of NPN’s special reports on Today's Jobber? 


e Keep your drivers working. “Your drivers can 
sell a hell of a lot of merchandise for you with 
proper incentives,” says one jobber, “or would 
you rather they sit around the stoves with your 
dealers telling Ike how to run the world?” 


e Review all insurance regularly. Aim for best 
coverage at least expense. 


e Study using your own private brand. It may open 
new fields for business development (NPN—Dec., 
°56, p96). 


e Build a strong sales organization to maintain 
contact with customers and open up new business. 
Keep expenses in line. One jobber’s rule: “A man 
should take salary, car expense and travel and keep 
them within 10% of his total sales.” 


e Increase your station control. Lease-hold or 
ownership can safeguard you against price cutting, 
loss of an account, or both. 


e Set up a finance company to handle time pay- 
ments for your dealers. “Over 80% of the people 
today buy on budget,” says a jobber who’s done 
this, “so why take your dealers out of this market? 
It’s profitable for you also.” 


e Sell quality and services, not price. Don’t give 
your margin away in long deals to retail outlets, or 
price, discount and equipment concessions to con- 
sumer accounts. Price realistically. Don’t operate 
on the old “if you can’t get a dime, get a nickel” 
policy. 


e Work for your dealers. Give them your best ad- 
vice and assistance. Use their ideas and suggestions. 
Your men will want to work harder for you. 


e Be enthusiastic. Says one major marketer, “A 
jobber should use all his energies on the positive 
attitudes. He should not waste them warring with 
customers and suppliers, but fight for fresh busi- 
ness with the healthy spirit that makes selling fun.” 


The article above is the last in a series of three special jobber reports. Number one gave a statistical 
picture and interpretation of the jobber and his operation. Number two evaluated the jobber's big- 


gest business problems. The final report (above) tells how to improve jobber efficiency. 


If you'd like reprints of one, or all of these special reports, please write to: Reader Service Depart- 
ment, NATIONAL PETROLEUM NEWS, 330 West 42nd St., New York 36, N. Y. 
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Lights that shine for Independence! 


The shining pump globes of ASHLAND ae 
OIL & REFINING COMPANY are outposts ASHLAND OIL & 
of freedom, too! For wherever you see these REFINING COM PAN Y 
famous Ashland lights you know that the es ie 
independence of distributors, jobbers and 

ALTON ILL, 528 Henry Street— BUFFALO, N. Y., 800 


marketers is being protected. Ellicott Square — CHICAGO, ILL., 6 N. Michigan’ Ave. — 


No other supplier combines such highly CINCINNATI, 0., 1402 Federal Reserve Bank Bldg. — 
CLARKSVILLE, IND., 214 Center St. —CLEVELAND, 0. 


preferred petroleum products, such com- Stenderd Bide. —DETROIT, MICH, Deorhorn 0.0. Bex 
pletely tested merchandising and promotion 6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 0., 

P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 
plans, with so much freedom of operation. ea PET: Aes pg 
If you are interested in a successful oper- PADUCAH, KY.—PITTSBURGH, PA, 711 Park Bldg. 


ation, with independence, too, call us now! 


The Independent Brand #r Independents 
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Brief But Significant 


@ Anti-billboard forces are proposing 
that the federal government offer cash 
bonuses to states that limit outdoor 
advertising along the new interstate 
highway system. Original plan was to 
penalize states that didn’t limit poster 
boards along the new highways. But 
opposition proved so tough that out- 
door opponents decided to try the 
carrot instead of the stick. 


SIGNIFICANCE: Despite the change in 
approach, there’s still plenty of op- 
position. It won’t come up for a 
vote in Congress before 1958. 


@ Phillips Petroleum Co. is offering 
credit card holders a deferred pay- 
ment plan for purchases made on long 
trips. Called the “Travel Aid Pro- 
gram,” it works like this: The cus- 
tomer orders $10 coupon books rang- 
ing from a minimum of $40 to a 
maximum of $100. He uses the cou- 
pons to pay for products and services 
while traveling. According to the 
amount of coupons he buys, the cus- 
tomer is billed over a period of two 
to five months. Regular credit card 
purchases are billed monthly. 


SIGNIFICANCE: Phillips is capitalizing 
on two big market trends: heavy 
instalment buying and the national 
increase in vacation travel. 


@ Gulf Oil Corp.’s new No. 2 heating 
oil contains no stabilizing additives, 
unlike most of today’s fuel oils. Gulf 
says extra hydrogenation treatment 
given the product at the refinery re- 
moves sulfur and carbon residues— 
and either removes or stabilizes the 
unstable hydrocarbons that could 
form sludge. That means reduced fuel 
consumption thanks to cleaner burn- 
ing, according to the company. 


SIGNIFICANCE: Gulf believes its new 
fuel will bring closer its goal of only 
one service call a year, for an annual 
equipment check. 


@ “The reason for dirty restrooms 
is the dirty public,” says a major- 
company advertising manager. “But 
we can’t run an ad campaign asking 
the public to keep rest rooms clean. 
Every housewife in the country would 
leap up and say, “You don’t think / 
made that mess in your rest room?’ ” 


SIGNIFICANCE: This ad man thinks the 


API, rather than a particular oil com- 
pany, should sponsor a clean rest room 


@ Spillage of new highly aromatic 
gasolines on new cars with acrylic 
lacquer is causing sOme concern 
among automotive men. Occasional 
spillage apparently does little or no 
harm, but there is concern that repe- 
tition could cause serious damage. 


SIGNIFICANCE: While some stations 
wash off spillage, many don’t. And 
damaged paint would be blamed on the 
gasoline and the station. 


@ Over 2,000 jobbers have attended 
62 management institutes since 1952. 
The institutes were sponsored by 25 
state jobber associations and con- 
ducted by 26 state universities. They 
featured speakers from 51 oil com- 
panies and 50 equipment, TBA and 
chemical suppliers, according to Cities 
Service’s department of business 
research and education. 


se ae All marketing eo 
the 

ae institutes in sme 

jobber efficiency (see page 95). 


@ Atlantic Refining Co.’s dealer mag- 
azine carries a regular column written 
by a dealer. He is Bob Cole of At- 
lantic City, N. J., recently named 
“Brand Name Retailer-of-the-Year.” 
The column, titled “Brand Names 
Corner,” gives helpful tips on mer- 
chandising and sales promotion for 
service stations. 


SIGNIFICANCE: Aflantic isn’t just cap- 
italizing on Cole’s new-found fame. 
The “dealer-to ler” technique is 
more believable, commands more at- 
tention from operators, says Atlantic. 





@ A new advertising campaign spon- 
sored by Pure Oil Co. is running in 
two national publications (Wall Street 
Journal and Saturday Evening Post), 
though Pure markets in only 24 states. 


SIGNIFICANCE: Stressing “new mobility” 
of Americans, Pure’s telling its story 
to potential vacation customers who 
live outside its territory as well as in it. 


@ Gulf Oil has reportedly paid $8- 
million for the C. Hoffberger Co., 
Baltimore fuel oil distributor with 
more than 29,000 customers. Hoff- 
berger, reported to be the largest fuel 
oil dealer south of New York, has 
been in business over 50 years. 


SIGNIFICANCE: Gulf may be bucking a 
trend toward more distributor opera- 
tion in fuel oil. 


M@ The Defense Department has 
adopted cut-off pricing for small- 
business set-aside awards, dropping 
the weighted average method. Set- 
aside awards will be made at the high- 
est price awarded in the unreserved 
portion of the same invitation. Small 
businesses will still have to bid within 
120% of the highest successful bid 
in the unreserved portion. 


SIGNIFICANCE: This is a break for 
small marketers, who have claimed 
they were penalized by weighted- 
average pricing. 


@ A major oil company will plug its 
TBA budget plan with a special pro- 
motion campaign aimed at credit card 
holders. The company says dealers 
take the plan for granted and don’t 
sell it. 


SIGNIFICANCE: Campaign will stress 
budget plan benefits for card holders: 
no down payment, no interest or carry- 
ing charges. 


@ The states collected taxes on 50.9- 
billion gal. of motor fuel last year, 
a 2.4-billion gal. increase over 1955, 
says the federal Bureau of Public 
Roads. State gasoline taxes averaged 
5.54¢, compared to 5.35¢ the year 
before. Motor vehicle registrations 
rose 4% to 65.2-million; that includes 
54.3-million passenger cars, up 4.2% 
from 1955. 


SIGNIFICANCE: The figures provide 
another measure of America’s growing 
petroleum market. 


™@ Industry sources report Tennessee 
Gas Transmission Co. is buying out 
Citizens Oil Co., a big independent 
marketer in Georgia and Florida. 
Reportedly included in the deal are 
75 service stations, three terminals, 
rolling stock and barges. Bay Petro- 
leum, a subsidiary of TGT, is expect- 
ed to operate the properties direct out 
of its Chalmette, La., refinery. 


SIGNIFICANCE: The move is part of 
Bay’s plan to go branded in the south- 
east. (NPN—June, p125). Conversion 





What's Up at Tidewater? 
There's a new look, and the company's 
out to get a bigger share of the 
market. Turn to page III. 
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DEDICATION of Tidewater Oil’s new 130,000- 
b/d Delaware refinery—the largest initial capacity 
ever built—puts the Flying A in the national spot- 
light. 

But the new refinery is just one outward sign of 
changes that have been going on in the company 
for several years. There are likely to be more such 
signs in the future. Tidewater’s eastern division, for 
instance, hopes to double its 3.75% share of the 
East Coast market in the next five years. The key 
is modernizing organization and methods, say com- 
pany officials. 


How Tidewater’s Spirit Is Changing 


The company’s new liveliness is more than just 
the stronger sales effort competitors have noticed. 
There’s a new esprit de corps in management, too. 


Old Tidewater hands say this goes back to the 
installation of D. T. Staples as president in 1953. 
But the change has been even more noticeable with 
young blood coming into Tidewater management. 
George F. Getty IT, 33, is vice president and general 
manager of the eastern division; J. Ronald Getty, 
27, is administrative vice president for marketing, a 
company-wide co-ordinating job. 

When George Getty moved into Tidewater’s New 
York office a year ago, he said friends had warned 
him the company was way behind the times. “But 
I think Tidewater has a dynamic future,” he said 
then. 


To make it so, says Getty, “I don’t mean to be 
critical—trather, realistic.” He says he found “noth- 
ing was growing. Operating convenience was the 
great thing . . . line departments suffered from man- 
agement neglect. We’re changing that philosophy.” 

This has meant some personnel shakeups. Getty 
says he told eastern division officials that in oper- 
ating matters, “As of today we all have one day’s 
seniority.” But there have been no mass firings. It’s 
mostly putting the right man in the right job, says 
Getty. A few men have retired. The western division 
has been working toward the same end. 

A veteran Tidewater executive calls Getty “as 
smart a young man for his years as I’ve ever met,” 
says. “There’s been a terrific improvement in morale 
since he’s been here.” The main reason, he says, is 
that Getty believes in reaching a decision with su')- 
ordinates; then he tells them, “It’s your baby—you 
handle it.” 

J. Ronald Getty also is expected to stir things up 
as Tidewater’s idea man for marketing, says com- 
pany officials. These favorable reactions mean more 
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What's Tidewater Up To? 


New management, new ideas and new expansion plans mean 
this company’s bidding for bigger things in today’s market. 
Competitors are keeping a watchful eye on its awakening 


because the Gettys must overcome a formidable 
handicap with their colleagues: their father, J. Paul 
Getty, controls 64.5% of the company’s stock, and 
this obviously had something to do with their quick 
rise to high places. 

Tidewater’s new look is already showing itself 
beyond the new refinery. A $10-million Los Angeles 
building is planned to house headquarters and some 
western division offices, now scattered through 
seven buildings in San Francisco. It will be modern 
and monumental—427,000 sq. ft. of floor space, 
with an exterior of white marble, black granite and 
stainless steel. 


How Market Patterns Are Changing 


In the East, the new refinery virtually demands 
expansion as Tidewater prepares to dispose of those 
130,000 b/d. The division has doubled its advertis- 
ing budget. The ad campaign is pegged to the slo- 
gan, “The best refinery makes the best gasoline”; 
full-page newspaper ads and plenty of full-sheet 
billboards are being used. That’s almost an innova- 
tion for Tidewater. 


In the past year or so, Tidewater has bought out 
two competitive jobbers and seven of its own, and 
signed on a third competitive distributor. Three of 
the jobberships were converted to commission 
agencies while the rest have gone direct, and a num- 
ber of other consignees have been franchised in 
areas where Tidewater was weak. 


Division marketing manager J. G. Jimenez insists 
there’s no absolute policy of going the commission 
route. He says Tidewater expects to have 35% job- 
ber, 15% commission and 50% direct operation by 
the end of this year, a slight gain for the commission 
agents. Jimenez does feel that in many cases the 
commission distributor offers the best compromise 
between the advantages of the jobber (greater 
economy, better local relations) and the large com- 
pany (more capital, tighter control of the market). 
“It’s our business,” he says, “but we foster the 
feeling that the commission distributor is an inde- 
pendent businessman.” 

Marketing districts have been re-formed with an 
eye to more sensible operation and expansion. An 
example of “more sense”: having the New York dis- 
trict office handle all business in the metropolitan 
area. Northern New Jersey used to be handled 
through the Philadelphia office and suburban Con- 
necticut through Boston “because of artifical geo- 
graphical boundaries.” And both western and east- 
ern divisions have eliminated the marketing zone, 





Management 





an intermediate level of authority. Now the area 
sales supervisor reports direct to the district. 

For expansion, a Virginia district has been 
established, and Jimenez says the Carolinas are 
probabilities “with rich potential,” though highly 
competitive. Tidewater goes as far north as Maine, 
so it can probably go as far south as Florida from 
the Delaware refinery, says Jimenez. But “if we 
can take care of the refinery without going to Florida 
there’s no point in going there.” The eastern division 
won’t go further west than Pennsylvania. 

The way to double its share of the market, Tide- 
water believes, is to increase distribution in all 
metropolitan areas on the Eastern seaboard, aim- 
ing at the commuting motorist. And competitors say 
the company is making a heavy play for additional 
unbranded business. 

In the West, Tidewater’s Avon, Calif., refinery 
is undergoing expansion which will mean a sales 
push there, too. New districts have been carved out 
of other territories for Oregon-Idaho and Fresno. 
West Coast observers predict a big drive in south- 
ern California, where Tidewater historically has 
been weaker than in the North. The company added 
318 stations in 1956 for a total of 2,036 owned or 
leased; it expects to have 365 more by the end of 
this year. It had 9,330 outlets altogether at the end 
of 1956. 


How the Organization is Changing 


Only two years ago, Tidewater began to shift its 
marketing management from a functional to a line- 
and-staff organization, catching up with most of the 
industry. Changes are still going on in all divisions 
as the company tests its ideas in operation. 

The changes have freed top staff marketers from 
operating responsibilities so they can have more 
time for planning. Orders go direct from the division 
marketing manager to district managers; they used 
to come right from the staff men, causing confusing 
overlaps in authority. 

Both western and eastern divisions recently cre- 
ated dealer and distributor relations managers, re- 
porting directly to the division marketing managers. 
Tidewater thus follows the example of Socony 
(NPN—Feb., p105) in creating top staff positions 
to handle the vital question of dealer and jobber 
relations. 

And the eastern division has just reduced the 
number of staff men reporting to Jimenez from 13 
to nine. This was done by creating a new job— 
retail and distributor sales manager. He oversees 
the sales staff men—the supervisors of advertising 
and sales promotion, retail sales, distributor sales, 
TBA sales, sales training, credit cards and automo- 
tive lubricants sales (the last is also a new position). 
The wholesele sales manager, the operations man- 
ager, and six service staff men still report directly 
to the division marketing manager. 

Outside the marketing department, the eastern 
division has also been bringing its organization up 


to date. For example, where transportation func- 
tions used to be scattered and the lines of authority 
diffuse, there is now one transportation and supply 
manager. He is responsible for pipe lines, marine, 
trucking, traffic, bulk terminal planning, inventory 
control and purchasing. This set-up puts one man 
in touch with everything in the company that moves 
—and reduces the cost of transportation through 
better co-ordination, says Tidewater officials. 


How Accounting Methods Are Changing 


Automation is the key to modern accounting, and 
Tidewater executives think they’re not only catch- 
ing up with the industry in this department, but 
surpassing it. Marketing accounting will be put al- 
most entirely on punch cards first, says eastern 
division controller Vernon Henry; then “we'll see 
what can be put on a computer.” Tidewater is 
planning a large electronic computer center in Los 
Angeles. It will handle some marketing statistics 
and most scientific and operating computations for 
the company’s refineries. 


The western division has already mechanized 
credit card accounting. A central office in Los 
Angeles processes 1-million invoices a month, with 
82 employes handling the load formerly tackled by 
140 in four district accounting offices. They use 50 
IBM machines rented at $8,000-$10,000 a month. 

The eastern division expects to have a similar 
program for credit-card accounting in effect by 
February 1958. All Philadelphia district marketing 
accounting should be mechanized by April 1958, 
according to Henry, and eventually every district in 
the division will be served by a central accounting 
office in Philadelphia. Savings for each district are 
estimated at a minimum of $50,000 over the old 
manual system; Henry says the company expects its 
investment in mechanization to pay out in four 
years. 


What Tidewater’s Competitors Think 


Not everybody takes Tidewater’s claims—or 
hopes—at their face value. but many eastern mar- 
keters agree that the company is more active than 
ever before. They respect the pressures to expand 
generated by the giant refinery’s output. 

One question is what methods Tidewater will use 
to expand. “They're really moving,” says a major- 
company staff man, “but the market's tight, so 
something’s got to give. ” There’s fear that the 
“something” will be prices. Many marketers, for 
example, have blamed New Jersey’s bloody price 
wars on Calso’s efforts to invade the East Coast 
market ten years ago. But Tidewater officials scoff 
at the idea of their becoming price marketers. 

And there are competitors who question whether 
the young Gettys are really qualified to bring Tide- 
water to the front. That’s something, however, that 
time will certainly test—and Tidewater thinks — 
Gettys are worth betting on. 
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MORE MODERN FEATURES PER DOLLAR 


Because stock model Fueloaders for Fuel Oil delivery are 
mass-produced in two sizes (1,800 and 2,000-gallon) with 

3 or 4 compartments, you get more modern features for your 
money ...fine custom-built features like precision engineered 
full-length steel sills and front-drained flashing, 
deep-dished front and rear heads, smooth skin shell 
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you a higher return on your dollar through bigger payload, 
e longer life, and lower operating costs. Here is fuel oil delivery 
equipment so sturdy and efficient, it will outlast several trucks. 
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FASTER, EASIER FUEL DELIVERY 


Fueloader’s modern design is performance proved to give you 
greater profits through increased efficiency, more stops per 
day. Rear platform mounting gives immediate and 
unobstructed access—from either side—to all servicing 
equipment, including electric drive hose reel and 

single-door meter cabinet with hose rollers on top. 


Columbian is also designing and delivering Master-Crafted 


custom-built units in 2,500 to 4,000-gallon capacities. 
For any Tank-Type equipment, call Columbian, 
your best source for the tops in tanks. 


* Originated by Columbian 


COLUMBIAN STEEL TANK CO. 


P. O. Box 4048-1 Kansas City, Mo. 


What is the exclusive ingredient that 
makes Continental steel containers tops 
for quality and sales appeal? 








Continental's multi-million dollar Metal Division 
Research and Development Center in Chicago 
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Steel containers may look alike, but only 
Continental steel containers are made with this 
exclusive — and vital — ingredient: 


Time-tested experience, in all aspects of metal 
packaging — not only in steel containers, but in 
dozens of types of cans plus vapor-vacuum 
closures and bottle crowns. 


To you, this vast experience means consistently 
superior containers . . . sales-exciting lithog- 
raphy by master craftsmen . . . a truly depend- 
able source of supply ...and research facilities 
second to none. In addition, Continental’s highly 
trained technical people are available to help 
you solve problems right in your own plant. 


So put Continental’s exclusive ingredient — 
experience — to work for you. It’s the one big 
difference in steel containers today. Call soon. 


QUALITY 


'€ CONTINENTAL 


SERVICE CAN COMPANY 


Eastern Division: 100 E. 42nd St., New York 17 © Central Division: 135 So. La Salle St., Chicago 3 © Pacific Division: Russ Building, San. Francisco 4 
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Merchandising 


\ 
A 


Big, modern car wash is profitable—and helps build pump business for Chicago jobber. He’s.. . 


ee 


Cleaning Up on a Sideline 


Business is booming in A. J. Mazziotti’s car wash and on the 
driveway. Gallonage is 40,000 a month and rising 


THE SECRET: 
Unique pump layout catches customers as they leave the wash. 


Giveaways and discounts are point-of-sale boosters 
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(Story begins on page | 15) 





1 Automatic scrubbers handle a car every 20 
seconds, Chain belt keeps line moving 





Business Builder: You Have to Pass the 


THE PUMP LAYOUT above turns soap-and-water 
customers into gasoline buyers. 

Between the exit from jobber Mazziotti’s car 
wash and the main street, there’s a battery of eight 
gasoline pumps. Customers automatically check 
their gasoline gages as they climb into their freshly 
scrubbed cars and its hard to go by the pumps 
without buying gasoline. 

By way of further persuasion, Mazziotti offers 
wash customers a discount of 25¢ on eight gal. of 
gasoline, provided the purchase is made on the 
same day the car was washed. What’s more, all cus- 
tomers—whether they come from the wash or not— 
have their choice of attractive giveaway items. 

All car washes in Mazziotti’s area use the dis- 
count, he says, including those selling major brands 
of gasoline. But Mazziotti’s posted price makes it 





2 car wash employs 21 men, 2 managers 


_CAR WASH 


unusual for him. He’s only 0.5¢ under the majors 
on regular and 1¢ under on premium. That’s high 
as Chicago independents go. 

The current giveaway is glassware. With eight 
gal. of gasoline, the customer may choose three 
cocktail glasses, two old-fashioned glasses, or two 
whiskey-sour glasses. Mazziotti gives out football 
pennants during the fall and dishware at other times 
during the year. 

The wash is open seven days a week from 6:30 
a.m. to 1 a.m. On busy days, 21 men and two 
managers are in the wash. Eight men work the 
islands in shifts. 

The wash can handle three cars a minute. Even 
so, there’s usually a line of dirty cars stretching 
around the building to the street. There’s room for 
about 100 cars in three lanes. On weekdays, the 


Polishers give final rubdown. On busy days, 
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Way out is past pumps. Giveaways and 3¢ 
gallon discount for wash customers boost sales 
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Merchandising 











Salesmen are trained for quick, thorough 
service. Customer’s in and out in a jiffy. 
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) Pumps When You Leave This Car Wash 











price for a wash is $1.50. On weekends, it’s $1.75. 

Gasoline is King—M<azziotti, a former Notre 
Dame lineman (1934-35), is an oil merchandiser 
first and a car washer second. To him, the car wash 
is strictly a way to get more customers at his pumps, 
even though cleaning cars has proved profitable in 
its own right. 

A short time ago, Mazziotti left the last of 
a series of marketing jobs with other oil firms and 
started Cinema Oil Co., in partnership with theater 
magnate James E. Coston. Cinema is a fast-rising 
independent in the wide open Chicago market. 
Beside the car wash, Mazziotti supplies four other 
stations. He hopes eventually to market under the 
Cinema label. 

Cinema is negotiating now to buy out another 
Midwest jobber. The deal would give Mazziotti 
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operations in two states and a big expansion in his 
retail outlets. 


Mazziotti does a brisk fuel oil business, too, 
backed up by plenty of commercial accounts. So 
far, he hasn’t made an effort to expand this side of 
the business. “First,” he says, “I wanted to get the 
car wash on its feet.” And he did. 

Cinema may soon give trading stamps. “We 
could go into that anytime,” Mazziotti says. “It’s 
definitely a good thing. Some independents around 
here have done a terrific job with them. We might 
very well use them if we expand the number of our 
stations.” 

In the meantime, Mazziotti is keeping an eye 
out for bigger and better merchandising gimmicks. 
It’s a good bet that his competition is keeping an 
eye out to see what he comes up with. s 
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Merchandising 





Are Your Dealers 


sain geed Oil Co., (Indiana) thinks dealers can 
and should be good hosts. 

In Standard’s book, cleanliness is next to host- 
manship. That’s why the company will run a 
contest this summer to pick the “48 most spotless 
hosts to motorists” from among its dealers. 


Throughout August, judges will be popping in 
on service stations in Standard’s 14-state market- 
ing area. They'll poke into every corner of the 
stations to find out how spotless each dealer is 
in his housekeeping. 

About 16,000 dealers will be competing for 
prizes, says Standard. The top awards will be 
trips to Chicago with a major league baseball 
game thrown in. There'll be lesser prizes, too, 


Good Hosts? 


including carving knives, steak knives, mixing 
bowls and salad service bowls. 

Standard’s judges will be fussiest about rest 
rooms. They'll check entrance markings, floors, 
walls, ceilings, bowls, basins and supplies of 
towels and tissues. 

But they'll also look over pump islands and 
driveways, lawns, and showrooms. The judges will 
even snoop around behind station buildings “where 
junked tires and batteries may pile up.” 

In fact, says Standard, the inspection teams will 
examine the money that dealers give in change. 
They expect it to be clean, green and crisp. 

So far, no one has come up with an idea for 
an automatic money laundry. w 


Packaged Ice: A Hot Specialty Item? 


Ms and more dealers are finding packaged 
ice a profitable sideline. 

But jobbers aren’t always enthusiastic about the 
idea. Some say the machines clutter up stations. 
Others say they like the idea, but they aren’t 
being cut in on the profits. 

In Oklahoma City and Tulsa, Okla., the idea is 
getting careful consideration by jobbers. Jobbers 
there think they may have a clearer picture of 
what ice machines can do for station business 
after this summer’s experience. 

In both cities, ice companies furnish the vend- 
ing machines to stations at no charge. The dealer 
pays only for the packaged ice and the power to 
run the machine (estimated at $1.50 to $2.50 per 
month). The dealer signs a supply contract with 
the company offering the vending machine. 

In Oklahoma City, one company, Liebman Arctic 
Ice Co., has 35 machines in stations. Liebman 
sells the ice to dealers for 20¢ a package and 
recommends resale at 25¢. Some dealers, the 
company reports, get as much as 35¢ a package. 

In Tulsa, City Ice Delivery Co. has about 15 
stations under contract. The company sells at a 
flat discount of 20% off its retail price of 25¢ 
per package. 

Both companies report they’re pushing ice sales 
at stations. These usually pay off better than super- 
markets or other outlets, they say. 

The ice companies claim some dealers are mak- 
ing $50 a month extra income from ice sales. 
Jobbers who like ice machines add that they help 
build gallonage, although they’re unable to say 
how much additional business is drawn. 

Most Oklahoma machines sell 7-lb. packages 


of cubed ice and 10-Ib. packages of crushed ice. 
Some jobbers think 5-lb. packages would be more 
profitable and sell just as well. 

A Tulsa jobber with eight ice-vending stations 
says he doesn’t know yet whether he likes the idea 
or not. “The more soft drink and ice vending 
machines you put in a station, the more crowded 
it looks,” he says. “Up to now, however, some 
of my dealers say the ice venders are pulling in 
more traffic and adding to their income as well 
their gallonage.” 

Other jobbers are interested in the machines, 
but are looking for some way of ordering machines 
direct from the manufacturer. 

“If they can be bought cheap enough, and we in 
turn can buy ice supplies at wholesale prices, 
maybe we can cash in on this, too,” says a jobber 
in northern Oklahoma. w 


Shell Tops Big Spenders 


SHELL OIL Co. spent more than any other oil 
company on newspaper advertising in 1956. 

Figures released by the American Newspaper 
Publisher’s Assn. show that Shell spent $4,215,509 
in the medium last year, an increase of 75% over 
its 1955 expenditure. The ad investment boosted 
Shell from 37th to 17th place among all adverti- 
sers in the medium. 

Other oil companies among the top 100 adver- 
tisers, according to the bureau, are Esso Stand- 
ard, Socony Mobil, Sun, Gulf, Standard of Indiana, 
Sinclair, Standard of California, Phillips, Texaco 
and Conoco in that order. * 
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Bulk Plants and Terminals 


Here’s an idea: By using one line for input, and... One for output, you can... 


Make Your Plant Run Better 


There are four big advantages to the one-pipe 
layout used by New Jersey's Home Fuel Co.: 


Less plant maintenance 
Less tank gaging 
Faster transport unloading 

e Lower operating costs. 

Here’s how the system works at the company’s 
bulk plant in Ridgewood, N. J. It’s simple: four 
overhead, horizontal No. 2 oil tanks (25,000 gal. 
each) take product through one four-inch line and 
discharge it through one six-inch line. The com- 
pany’s kerosine tank (15,000 gal.) is hooked into 
the single input line, but has its own output line 
to the loading rack. The system cost about $3,506 
when it was installed over 10 years ago. 


How It Adds Up 


Russ Burns, Home Fuel’s general manager, is 
glad the one-pipe system went in when it did. 

“We have less pipe to maintain, for one thing,” 
he points out. There’s about 100 ft. of pipe at each 
end of the No. 2 tanks, plus 100 ft. of kero output 
pipe to check for leaks. Leaks are easier to get to, 
and paint costs are less. 

“Tank gaging time has been cut 75%,” says 
Burns. Because liquid level is the same in all 
tanks, he gages only one to get a full inventory. 

“We unload transports faster and with less 
trouble,” Burns says. It’s a one-man job done by 
the truck driver. The old system required a yard- 
man, sometimes involved reconnecting input lines. 

Then there are savings in operational costs: 

“We meter input now for better inventory con- 
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trol,” Burns explains. Home Fuel pays only for what 
the meter says it got. 

“We save on equipment,” Burns goes on. One 
input line means only one meter, register, pump, 
motor, check valve, air eliminator and strainer. 
Home Fuel figures a separate line for products 
would have hiked equipment costs $1,000, while 
separate tank lines would have added $3,000 more. 

“And at today’s wages,” adds Burns, “we save 
at least $4,000 a year on a yardman.” 


Here’s the Plant Layout 


On the single input line, Home Fuel has a Mar- 
low centrifugal pump with a 5-hp Fairbanks-Morse 
motor, Brodie air eliminator, Brodie Strainer, Nep- 
tune meter with non-printing register, and 4-inch 
Walworth valves at all tanks. 

To pump kerosine to storage, Home Fuel flushes 
out No. 2 in the line with 250 gal. of kerosine be- 
fore shutting off valves at the No. 2 tanks and open- 
ing the valve to the kerosine tank. 

The No. 2 oil output line has 6-inch Walworth 
valves at the tanks, and 6-inch pipe to the suction 
side of a Worthington pump with a 15-hp Westing- 
house motor. A 3-inch line runs through the meters 
to two 3-inch Wheaton Brass loading assemblies. 

Kerosine output is 3-inch all the way to the 
Wheaton brass loading assembly, pumping through 
an Ingersoll-Rand centrifugal pump with a 3-hp 
General Electric motor. At the rack all lines have 
Neptune meters with ticket printers. 

To see how Home Fuel solved another problem 

at its bulk plant, please turn to page 121 
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Gorman-Rupp Model 06B-B Pump on “floating filling 
stations” gives outstanding performance for 
Petroleum Distributing Company 


On tank barges that supply gasoline, diesel and fuel oil to 
storage for offshore drilling supply, Petroleum Distrib- 
uting Company experienced unusual difficulty in keeping 
their positive displacement pumps operating. In a very 
brief time, pumps on one barge failed four times in a row. 
Mr. James George, Manager of Operations for the New 
Orleans branch, reports: “In the two years since placing 
Gorman-Rupp ‘O’ Series Pumps on the job, we haven't 
had to spend one cent on maintenance. Just one of these 
6” pumps handles both loading and discharge for a 2500- 
barrel capacity barge. Now we can complete our delivery 
to offshore storage in less than a half-hour visit.” 

Ask our Gorman-Rupp distributor to show you these 
unique centrifugal pumps that prime. They have straight- 
in suction and no check valves. 
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THE GORMAN-RUPP COMPANY 


305 Bowman Street « Mansfield, Ohio 
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This clean, modern boiler-blower keeps 
a jobber's office warm, doubles as a 
demonstration piece. Best of all, it 


teams with two other units to. . 


Cut Plant Heat Bills 66% 


IF YOU’RE USING some of these warm days 
to study ways of trimming your own heat bill next 
winter, take a leaf from Home Fuel’s book. 

The Ridgewood, N.J., heating oil jobber did the 
job by replacing an old-fashioned, inefficient con- 
version burner with three boiler-burners. Now 
the company’s combination office-garage is better 
heated, fuel bills are down 66%, and Home Fuel 
has an operating showroom where prospects can 
see oil heat in action. 

It cost Home Fuel $1,150 to update its heating 
plant. General Manager Russ Burns promptly 
saw his annual fuel bill drop from $1,116 for 9,- 
000 gal. of No. 2 oil (based on 12.4¢ gal. tank 
car) all the way down to $372 for about 3,000 
gal. of oil. 


How the Old Setup Worked 


Home Fuel’s original layout for its steam-heat 
system included a cast-iron boiler (output: 300,000 
Btu per hour), a conversion burner gulping fuel at 
4.5 gal. per hour, 1,200 sq. ft. of radiation and 
four blowers. 

One blower fed heat to the 4,000-cu. ft. office. 
The others heated the 45,000-cu.-ft. garage. There 
was no easy, central way to control heat into either 
area. To heat the office to 70 degrees, you had to 
heat the garage too. And employes got cold feet 
from the slab of concrete the building rested on. 

That wasn’t all. The off-on heating cycle often 
had employes alternately freezing and roasting. 
Noise made by the blower unit interfered with 
routine work. Zoning the system might have helped, 
but it wouldn’t have cut the oil bill. 


What the Company Did About It 


Home Fuel decided its one-boiler system was 
eating up profits. So the company junked it and 
put in three York boiler-burner units, each with 
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an output of 100,000 Btus and individual con- 
sumption rate of 1 gal. per hour. 

One boiler-burner is a hot-water unit that pro- 
vides plenty of office heat through 300 ft. of 
American Radiator baseboard radiation. Feet are 
warmer now and the office is quieter. 

Other units are steam jobs to heat the garage 
—the old blowers are still used. But Home Fuel 
has them manifolded and valved; it can run both 
burners at night, or use only one in mild weather. 

By breaking the system into two parts, Home 
Fuel can have different heat levels: 70° F in the 
office in the daytime (60° at night) and 55- 
60° F all the time in the garage. 

“Hot water supply is a lot cheaper now, particu- 
larly in the off-heat season,” Burns points out. 
The boiler unit for the office has a built-in tank- 
less water heater, and a Paracoil tankless hot-water 
heater is attached to one of the garage’s boilers 
for shower-room hot water. Together they con- 
sume less oil than the former system. 

Not only does Home Fuel get cheaper and better 
heat it gets it more automatically. A Minneapolis- 
Honeywell Chronotherm automatically shuts down 
the heat to 60° at 7 p.m. and raises it to 70° at 
6 a.m., so the office is cozy when Home Fuel be- 
gins a new day at 8 a.m. And M-H’s Moduflow 
system automatically anticipates a drop in tem- 
perature to make it possible for the burner to 
supply heat in advance of colder weather. A regular 
thermostat is used in the garage because the setting 
is constant. 

Home Fuel put Purolator filters on its steam 
boilers. “We have hard water here,” Burns says, 
“and without filters we would have to blow the 
boilers regularly. Now we change the filters once 
a year and forget about blowing the boilers.” 

The whole new heating layout adds up to one 
thing: “We have a lot more comfort from oil heat 
now,” Burns contends “and at a lot less cost.” @ 
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Fuel Oil 


Fingertip accounting means better cost control. With these record forms... 


You Can Get P&L Facts Faster 


THE MORE you feel the pulse of your business, 
the better you control costs—and make more profit. 


That’s the theory behind the fingertip account- 
ing controls used by Buckley & Scott, heating oil 
distributor in Watertown, Mass. 


“A heating oil distributor should have his month- 
ly profit and loss statements by the tenth calendar 
day of the following month,” says vice president 
and general manager Thomas J. Scott. “In some 
cases that means by the sixth work day of the new 
month.” 

And it can be done. Exhibit A is Scott’s own 
company and more than 10 other heating oil oper- 
ations that are B & S associates. 
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“In some of these companies,” Scott says, “we 
found they were losing money because they waited 
too long—in some cases three months or more— 
for vital financial data.” 


Here’s What It Takes 

To come up with an early P & L, Scott points out, 
heating oil distributors should: 

e Set up P & L statements by departments. You 
get the broad over-all picture from a company-wide 
statement. But it may hide losses in reduced over-all 
profit, without any sign of where the trouble is. 

e Back up departmental P & L’s with daily or 
weekly control reports for the largest items of ex- 
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DU PON 
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Sludge problems in residual fuels 
minimized by Du Pont additive 





ASSISTANT GENERAL 
MANAGER ... ORCHEM 





DR. WILLIAM C. KAY is Assistant 
General Manager of the Organic 
Chemicals Department of the Du Pont 
Company. 

He started work with Du Pont as an 
industrial engineer at the Chambers 
Works in 1934. He became project en- 
gineer in 1939, and joined the neo- 
prene manufacturing organization as 
chief supervisor in 1941. 

In 1943, Dr. Kay was assigned to the 
atomic project at Oak Ridge, Tennes- 
see, as production superintendent. 
From there, he moved to the Hanford 
Works plutonium project in Washing- 
ton. He was named Process Manager 
of the Du Pont Grasselli Chemicals De- 
partment in 1947. 

Dr. Kay in 1950 joined the Explo- 
sives Department as Director of Manu- 
facturing for the Atomic Energy Di- 
vision. He assumed the same position 
in the Organic Chemicals Department 
in 1955. His appointment as Assistant 
General Manager occurred at the be- 
ginning of this year. 

Dr. Kay earned his B.S. and Ph.D. 
degrees, respectively, at the University 
of Minnesota and M.I.T. 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. dy Pont de Nemours & Company (Inc.) 





Sludge-packed systems cleaned 
and KEPT clean 


It is, of course, a well-known fact that residual fuels too often cause 
serious problems. Being the “bottom of the petroleum barrel,” they 
contain, in concentration, all the impurities from the lighter oils which 


have been distilled off. 

















PREHEATER TUBE-FOULING .. . solved by FOA-2 


TO REVIEW THE PROBLEM... 


Insoluble sludge is likely to form in 
residual fuels—in storage, in transit or 
in use. That, briefly, is problem No. 1. 

Problem No. 2: Residual fuels, when 
blended, are often incompatible. In- 
soluble sludge is likely to form. 

DuPont Fuel Oil Additive No. 2 
solves both problems. 


Sludge cure 


When sludge forms, trouble starts in 
the form of clogging. Many times noth- 
ing short of costly major “surgery” will 
start the oil flowing. So tank walls are 
cut through, sludge is removed me- 
chanically, and the hole is patched up. 





Oftentimes it is found that fuel sys- 
tem parts, filters, strainers, nozzles, 
preheater tubes and shells, have be- 
come clogged. While mechanical 
cleaning sometimes restores their func- 
tions, expensive replacements are 
sometimes necessary. 

With these corrective measures go- 
ing on, downtime is mounting, and 
labor costs are keeping pace. 

Many other residual fuel users know 
that such an operation isn’t neces- 
sary, that FOA-2 would have cleaned 
the tanks and parts, restored operation 
of the system. No cutting into tanks, 
no cleaning or parts-replacement, no 
heavy labor expense. Downtime? 


Greatly reduced. 








REFINERY SUPERINTENDENT: 


We're in a jam. Our next regular TEL 
delivery is not due for another 10 days. 
But our refinery is gearing up to meet an 
unexpectedly heavy demand . . . and we 
don't have enough TEL to do the job. 














Po 


DUPONT REGIONAL SALES 
OFFICE MANAGER: 


Don't worry about it. We have several 
tank cars of TEL on a siding only a few 
miles from here. We can get a couple of 
cars over first thing in the morning. 





BY 


REFINERY SUPERINTENDENT: 
The TEL cars arrived this morning. That's 
service ... less than 24 hours to deliver. 
It's good to know we can get that kind 
of service when we need it. 








Sludge problems 


How it works 


FOA-2 added to residual fuel attacks 
insoluble sludge, reduces the size of 
the particles which compose it, sus- 
pends them. Thus the fuel flows freely 
through the system. There is no block- 
age of nozzles, lines, filters, strainers 
and other parts. Oil, suspended sludge 
particles, and the FOA-2 burn com- 
pletely. 

Once a system is cleaned with 
FOA-2, small amounts of the additive 
keep it clean. That’s because FOA-2 

















STRAINER-PLUGGING .. . solved by FOA-2 


is a stabilizer and solubilizer as well as 
a dispersant. 

FOA-2, being nonmetallic, is ashless 
and leaves no residue after burning. 


Case histories prove 
power of FOA-2 


Early this year we assembled in one 
technical memorandum ten case histo- 
ries documenting the power of FOA-2 
to clean, and to keep clean, systems 
fueled by “barrel-bottom” residuals. 
We believe you will be interested in 





the ease and economy of using FOA-2, 
and suggest that you write for Techni- 











NOZZLE-FOULING .. . solved by FOA-2 


cal Memorandum No. 317, dated Jan- 
uary 1957. 








Director of Petroleum 
Laboratory Appointed to 
NACA Subcommittee 


Dr. Bernard M. 
Sturgis, director 
of the DuPont 
Company's Pe- 
troleum Labora- 
tory, Deepwater 
Point, N. J., has 
been appointed to 
the National Ad- 
visory Committee 
for Aeronautics 

subcommittee for aircraft fuels. 
Subcommittees of the NACA assist 
in initiating research programs, advis- 
ing upon technical problems, review- 
ing current tanenth throughout the 
nation, recommending new areas of 
research, and coordinating research 





programs. NACA objectives are to an- 
ticipate the research needs of aviation 
and to supply the armed forces and 
industry with basic information for the 
design and production of aircraft. 
DuPont’s Petroleum Laboratory de- 
votes a considerable part of its research 
effort to aircraft fuels and lubricants. 


SALES OFFICES 


Chicago 3—8 So. Michigan Ave. RAndolph 6-8630 
Cleveland 15—25 Prospect Ave. SUperior 1-1363 
Denver 2—510 Mile High Center Bldg. AComa 2-2347 


Houston 2— 
705 Bank of Commerce Bidg. 


Los Angeles 17—612 So. Flower St. 


New York 20— 
1270 Ave. of the Americas COlumbus 5-2342 


Philadelphia 2—3 Penn Center Plaza. LOcust 8-3531 
Pittsburgh 22—1 Gateway Center. . ATlantic 1-2933 
San Francisco 4—111 Sutter St. EXbrook 2-6230 
Seattle 3—4003 Aurora Ave. MElrose 6977 
Tulsa 1—1811 So. Baltimore Ave. LUther 5-5578 
in Canada—Du Pont Company of Canada (1956) Lim- 
ited, Petroleum Chemicals, 85 Eglinton Ave. East, 
Toronto 12—Ontario HUdson 1-6461 
in Other Countries—Petroleum Chemicals Division, 
Export Sales, 7447 Nemours Bidg., Wilmington 98, 
Del., Olympia 4-5121, Ext. 2962 


CApitol 5-1151 
MAdison 5-1691 
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(Story Begins on Page 122) 


pense. In that way, you get a better picture of items 
that make up “profits” and “losses” while they are 
happening and while you can do something about 
them. You spot weaknesses while they are still 
minor, find out the cause, then correct the situation. 


e Help accountants and bookkeepers change 
their outlook. By tradition, says Scott, they’re re- 
luctant to release figures they haven’t proved. If 
you get the information before a trial balance is 
struck, you save one to three days. Scott says errors 
found in proving figures won’t be large enough to 
make any significant change. And if there are errors, 
they’re likely to be caught by the respective depart- 
ment heads when they get copies of their depart- 
ment’s P & L. 

Scott makes another point: while it’s important 
to allocate expenses accrued to proper departments, 
don’t waste time getting too fine a breakdown on 
some costs. Allocating such items as floor space 
casts, bookkeeping costs, telephone, light, and heat, 
can be handled better and faster if grouped as gen- 
eral or fixed expenses on the company P & L. 


How This Firm Does It 


Separate P & L’s are made-up for these depart- 
ments: heating equipment sales, service department, 
oil delivery, and general and administrative. 

The company P & L lumps all income and ex- 
penses (company overhead that can’t be allocated 
to departments without wasting too much time), 
fixed expenses, other income and other expenses. 

“You can do something,” Scott says, “about 
salaries if they get out of line. You can find a way 
of doing some of the work with fewer people or with 
less overtime. You can cut down on travel and en- 
tertainment.” 


Most fixed-expense items, Scott says, are known 
before the month ends since they are set up on an 
annual basis and then pro-rated monthly. 


Even so, Scott adds, time is lost in coming up 
with a monthly P & L because many distributors, or 
their bookkeepers, won’t close a purchase journal 
* until all bills are in—including light, heat and tele- 
phone. 

But with many companies using cycle billing, 
Scott maintains, you can wait too long. He offers 
two ways of breaking the bottleneck: 

e Analyze past utility bills. “You'll be surprised 
how much the same they are month after month,” 
Scott says. Estimate the first month’s bills. In that 
way 11 of your P & L’s will come out on time; the 
twelfth will be held up only long enough to make 
final adjustments. 

e Pay bills the month they are submitted and 
enter them as expenses for that month. For ex- 
ample: a June telephone bill comes in July 19. 
Instead of holding up the June P & L for that bill, 
pay the bill in July and enter it as an expense for 
that month. (Continued on Page 126) 
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BUCKLEY & SCOTT 
“COMPANY PROFIT & LOSS 


McBee Unit Analysis form provides a fast monthly 
picture of departmental and company profits 
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(Story Begins on Page 122) 


Even by getting P & L statements fast, oil men 
can get burned, Scott says, if they rely solely on 
such reports. 


To get a more positive control, Scott uses a daily 
report on heating oil deliveries and a weekly report 
on heating equipment sales. They also furnish Scott 
with some information he needs on the P & L sheets. 


The daily report tells Scott how deliveries line 
up against driver labor cost, the big cost item of 
the department. 


“That report should be ready the first thing the 
following day,” Scott says. “It’s news when you can 
talk to a driver at 10 a.m., about his previous day’s 
work.” If the-report is any later, it loses its impact. 


“From these daily reports,” Scott adds, “you 
develop a pattern of management follow-through. 
The driver knows you’re watching him; he knows 
what you are doing and he knows you know what 
he’s doing.” 

Three basic efficiency factors come from the 
daily analysis sheets: (1) average gal. per delivery; 
(2) average gal. per mile; (3) average gal. per hour. 


“The first,” Scott adds, “give us a control on the 
degree-day clerk with about a 10% contribution 
from the dispatcher. The second reflects directly on 
the dispatcher—how he’s routing the trucks—and 
it also reflects on the company’s operating area. The 
third factor seems to be a blend of the other two 
factors, but it’s primarily a reading of the driver’s 
contribution to the team. 

“Weekly sales reports,” Scott point out, “combine 
a number of functions, the most important being 
a control on the gross profit on each job as it is 
installed and billed. 

“We shoot for a certain percent profit on the 
over-all gross. Any time it doesn’t hit that mark, 
management should want to know and find out why. 
Reasons why any sale may not return the profit you 


P.R. HOURS 


PRODUCTIVITY FACTORS 


PAYROLL AVERAGE GALLONS PER 


REG. 0. T. Day HOUR MILE OgL'Y 


Scott determines gallons per delivery, per mile and per hour from this daily analysis sheet 


want can involve what was sold, how it was sold, 
and how it was installed. Once we know why, we 
know if the salesman or the installation crew needs 
attention.” And B & §S learns of such weak spots 
before they can be repeated weeks on end before 
being spotted. 

Scott currently is working out a daily report sheet 
for the burner service operation to give him some 
yardstick to measure that department’s efficiency. 


For P & L statements, B & S uses patented McBee 
Unit Analysis forms tailored to its needs. Layout 
and loose-leaf feature enable Scott to file them in 
a large binder—one for each department and one 
for the company. 

It’s set up so he can get a month-by-month pic- 
ture for each unit without turning pages. Here’s 
how it works: 


When a monthly statement is filed in the binder, 
it’s offset slightly to the right. This leaves the left- 
hand column of the previous monthly statement ex- 
posed. (See illustration, page 122). That column 
lists monthly totals for all items that make up the 
P & L. Scott can see at a glance how the current 
month compares with any other month on the cur- 
rent fiscal year. 


The right-hand column of each P & L gives the 
accumulated totals for the year to date. As each 
statement is filed, Scott can read to the right the 
accumulated totals for the same period of the 
previous year. 

Thus from one P & L he has an idea of how he’s 
doing on a monthly basis and can compare his year- 
to-date standing with that of a year ago. 

Scott files his weekly sales reports in much the 
same manner, with columns at the left exposed. The 
column in the top half of the report lists the accu- 
mulated heating equipment sales of each salesman. 
If it shows no increase from the previous week for 
any salesman, Scott is interested enough to find 
out the reason for the non-productivity. 2 
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@ “Good Marketing Principles” 


INDUSTRY PROBLEMS had a thorough going- 
over at the mid-year meeting of the API’s division 
of marketing in Atlantic City. Twenty-three com- 
mittee and subcommittee meetings, seven work- 
shops and innumerable after-hours conversations 
provided plenty of occasion for discussion. When 
the drinks and the dust had settled, marketers 
found that: 


e Three surveys of dealer problems and one on 
jobber finance are being undertaken to bring much- 
needed information to light. 


e A rewards system is not the best way to deal 
with service station robbery and burglary, ac- 
cording to Stanley R. Schrotel, Cincinnati chief of 
police and API consultant on law enforcement. 

e A statement of “good marketing principles” is 
now being considered for adoption by the general 
committee of the marketing division. 


e A survey of commission agents provided data 
the API can use to help this segment of marketing. 
NPN will report on this survey next month. 


What the Surveys Seek to Find 


The service station advisory committee is spon- 
soring surveys on the causes of dealer turnover 
(NPN—June, p89); on the advantages and disad- 
vantages of trading stamps, and on the probable 
effects of divorcement on the dealer. The trading 
stamps and divorcement studies will stick to facts 
and produce no recommendations. 

Jobber difficulties in getting bank financing are 
responsible for a new jobber advisory committee 
survey. It will determine first what lending insti- 
tutions would like to know about oil jobbers— 
operating efficiency, mortality rate, credit manage- 
ment and probably other factors. Then there will 
probably be another survey to come up with the 
actual facts and figures. 

Texas distributor Leslie Neal sparkplugged this 
study. He believes that when all the facts are in, 
it will be easier to convince banks that jobbers 
deserve financing without a supplier endorsement. 
He aims to increase jobber independence by prov- 
ing that jobbers are good credit risks. 


How Not to Play Cops and Robbers 


Chief Schrotel’s report indicated that rewards 
for the apprehension or conviction of service sta- 
tion robbers would probably provide a poor return 
on the API’s investment. There’s no proof, he said, 
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API's Searching for New Facts 


e@ Marketing division gets four surveys under way, three 
on dealer problems and one on jobber finance 


make a tentative bow 


that rewards to the public have any effect on the 
crime rate. Rewards to policemen are generally 
unethical, and in many places are illegal. 

“Decrease the prospect of reward to the robber 
rather than give a reward for his conviction,” 
Schrotel told the marketers. “Make crime so diffi- 
cult and hazardous to accomplish that it will not 
be worthwhile.” 


He recommended that the marketing research 
committee come up with a uniform reporting pro- 
cedure to collect detailed data on station crimes; 
that the service station advisory committee rec- 
ommend station security measures, including rules 
for hiring employes, and that the operations and 
engineering committee develop security measures 
for station design. Schrotel’s report was adopted. 


Principles, Not Commandments 


The principles of good marketing developed by 
a study group headed by Gulf’s R. J. Connor are 
not intended to serve as an ironbound set of “Thou 
shalt nots.” They have been drawn up so that they 
can be displayed by oil marketers of all segments, 
to show how each conducts his business. 

Four main principles are proposed: 


“1. That, the profit incentive of the American 
economy is honorable and necessary to the national 
welfare; and 

“2. That, indulging in secret preferences to cer- 
tain customers, pricing that does not permit a fair 
and reasonable profit, engaging in sharp marketing 
practices calculated to be injurious to the industry 
and others fairly competing, and providing services, 
facilities or other considerations unjustified by 
realizable returns are contrary to the moral prin- 
ciples governing the conduct of this business; and 


“3. That, it is contrary to these Principles of 
Good Marketing (a) to make claims or representa- 
tions false or misleading in character, concerning 
the merit or value of products or services offered; 
(b) to make claims or representations derogatory of 
the products or services offered by a competitor; 
(c) to engage in business practices that lead to or 
invite restrictive legislation; and 

“4, That, we will co-operate with others in pro- 
moting, by lawful means, practices and programs 
designed to benefit the public interest and the in- 
dustry, and will make no public attack upon any 
segment of the industry without full and careful 
investigation of all circumstances.” 2 
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General 


Jobber-Supplier Relations Now 


They're still a problem, but it’s not overwhelming — and 
the situation is improving. But you should still keep your 
eyes on the factors that make up the problem 


THAT’S THE CONSENSUS of a panel discussion 
on jobber-supplier relations at the North Carolina 
Oil Jobbers Assn. spring meeting. (See pages 5, 93, 
150). Panelists were: Frank T. Erwin, president 
and treasurer, Erwin Oil Co. (Amoco jobber), Dur- 
ham, N. C.; Hardin S. Kimrey, vice president, 
Sampson-Bladen Oil Co. (Pure jobber), Clinton, 
N. C.; George D. McDaniel, in charge of dealer and 
distributor relations, Socony Mobil, New York; 
James L. Wadlow, vice president in charge of East 
Coast Division, Shell Oil, and Frank Breese, NPN 
editor, moderator. 

The three-way object of the discussion was: (1) 
To determine the extent of the so-called problem of 
jobber-supplier relations; (2) To put the finger on 
the chief problems underlying the relationship and 
(3) to find out what’s being done and can be done. 

On the extent of the problem, McDaniel reported, 
“I don’t think it’s a problem. Relations with dis- 
tributors are better now than I have observed in 
my years throughout the country.” 

Wadlow observed, “We’re going to have prob- 
lems. Our problems are the same as yours. A 
petroleum jobbership is not without problems and 
most of the problems confronting a jobber are 
common to all marketers, large and small. There 
will always be some new problems to take the place 
of the ones solved yesterday. Some of these will be 
problems common to all of us. Others will be prob- 
lems peculiar to an individual business or area.” 

Erwin described it as “not a very big problem but 
a very important one”. 

Kimrey, who started in oil marketing in 1929, 
recalled that when he went into the oil business, 
“you never heard of jobber-supplier relations as a 
problem.” Today, he said, it is a very real problem. 

Some factors in the relationship that were dis- 
cussed included: commercial accounts, advice from 
suppliers, financing, manpower, overbuilding, mar- 
gin and fringe benefits. 

Commercial Accounts—Kimrey, complaining that 
some commercial account customers can buy prod- 
uct for less than some jobbers, recalled the days 
of “favorable conditions when commercial ac- 
counts were obtained on a dealer margin and the 
very large ones were receiving 1¢ and 1.5¢ under 
dealer.” 

Both the Shell and Socony representatives re- 
ported a steady decline in commercial account busi- 
ness, noted that they were net buyers to meet gas- 
oline demand and condemned the practice in which 
a supplier undercuts his jobber to get commercial 


accounts as “not morally right.” 


Advice—Kimrey questioned whether suppliers 
were giving jobbers adequate information to antici- 
pate future developments so they could keep pace. 

McDaniel observed that the Suez crisis took the 
big companies by surprise. He doubted that the big 
companies see as far ahead as jobbers might think. 
Both McDaniel and Wadlow said their policy is 
to keep their jobbers “as fully informed as they pos- 
sibly can.” 

Financing—This was acknowledged as a tough 
problem, not yet solved. Wadlow noted that the 
original concept of a jobber was that as a distribu- 
tor, he was “everything in lieu of capital for sta- 
tions.” But, he said, the situation has changed and 
tight money has reached a point where many job- 
bers can’t keep up with expansion requirements. 

McDaniel explained that Socony helps some dis- 
tributors obtain outlets. “In some cases,” McDaniel 
reported, “we have made loans or leased and leased 
back so they could obtain these outlets.” 

Overbuilding—Erwin raised the question of over- 
building of stations. Kimrey asked, “What respon- 
sibility does a supplier have toward a jobber regard- 
ing building?” 

Wadlow replied, “You don’t have to have uni- 
form palaces. Representation, yes; palaces, no.” 

“Before you build a station, you have to have a 
market.” 


Margin—A thorough discussion of the margin 
factor was not completed. McDaniel, in his opening 
remarks, touched on margins: “The economically 
sound distributor is one who can operate his bus- 
iness at a profit within the same gross margin as 
his supplier could profitably perform this same 
wholesale function. This rule should be your yard- 
stick. A distributor would have no worries about 
the future if he measured his business against this 
yardstick.” 

Kimrey observed, “We jobbers could press for so 
much margin that it would be uneconomic for the 
majors, and they would find it cheaper to use direct 
delivery.” 

Fringe benefits—Kimrey advocated fringe bene- 
fits, such as painting trucks, “which are not avail- 
able to the truck transport buyer.” 

Manpower—Kimrey said the manpower problem 
could be solved by “taking some millions and going 
into the high schools.” Wadlow said this is being 
done now through the distributive education pro- 
grams. = 
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Motor Oil Ratios Dip Slightly 


WHILE SERVICE STATION motor oil sales may 
be turning upward, ratios of oil-to-gasoline sales are 
continuing a slow decline. 

NPN’s 18th survey of 25 companies indicates 
that the motor oil ratio for fall-winter 1956-57 
dipped to a new low of 1.08 gal of oil sold per 100 
gal. of gasoline. The ratio was 1.10 for fall-winter 
1955-56, the last comparable period. 

But at the same time, 13% more oil was sold 
through stations in fall-winter 1956-57 than in 
1955-56. Average oil usage per vehicle rose more 
than one quart in the same period. 

The 25 companies participating in the survey 
comprise 42 marketing units operating in five Pe- 
troleum Administration for Defense districts (a unit 
is one company marketing in one PAD district). To- 
gether these companies account for about 25% of 
U. S. motor oil sales. 

Twenty-six of the 42 units reported a drop in 
motor oil ratio. District five (West Coast) experi- 
enced the greatest drop—11 points, to a new low 
of 0.97. Here’s the breakdown: 


PAD District FW 55-56 FW 56-57 
1 (East Coast) 0.99 1.05 
2 (Midwest) 1.20 
3 (S.W.-Gulf Coast) 1.23 
4 (Rockies) 1.13 
5 (West Coast) 1.08 
U. S. Average 1.10 


Breathing Spell for Marketers? 


Motor oil ratios have been going down for eight 
years. NPN’s last survey found spring-summer 
1956 ratios down to 1.23, compared to 1.27 for 
spring-summer 1955 (NPN FActTBooK °57-’58, 
p150). 

Since fall-winter 1948-49, the NPN motor oil 
ratio has fallen from 1.62 to 1.08. If the 1948 
ratio had been maintained, a 15,000-gal.-per-month 
station would be selling about 80 gal. more oil 
each month, or 960 more each year. At a markup 
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of 20¢ per qt., that would mean more than $750 a 
year additional profit. 

The drop in ratios was checked briefly three years 
ago. After a one-year leveling-off period, the charts 
began to swing down again. It’s too early to predict 
what the new NPN figures mean, but some obser- 
vers think the ratios may be headed for leveling- 
off again. 

Significantly, the current survey shows gains in 
areas that had registered consistent losses for sev- 
eral years. 

The Good News—Average car mileage per sea- 
son is up 432 miles from fall-winter 1955-56. At 
the same time, the average number of miles between 
oil changes is down 31 miles. Motorists may still 
be abusing engines by over-using motor oil (NPN- 
May ’57, p 131) but the tendency to try to stretch 
oil miles shows signs of slowing down. 

The average number of oil changes per season 
rose from 1.62 to 1.82 in the one-year period. And 
even though crankcase capacities are shrinking 
steadily (from 5.2 qt. in 1955 to 4.8 qt. in 1957), 
the average number of quarts of refill per season 
rose from 8.11 in 1955-56 to 8.84 in 1956-57. 


Individual oil consumption didn’t quite keep 
pace with rising gasoline use. Passenger cars used an 
average of 28.8 gal. more gasoline but only 1.04 
more quarts of oil. The difference between the two 
rates of increase caused the drop of two points in 
the oil ratio. For this reason, marketers aren’t going 
overboard about the possible reversal of past 
trends. e 


Want More Details? 


NPN has prepared tables showing (1) motor 
oil ratios for service stations in 42 marketing 
units; (2) breakdown of 18 units that report both 
over-all and station-only ratios; (3) breakdown by 
individual consumption; (4) station oil sales ratio 
for fall-winter periods 1949-57. You can get them 
by writing to the Editor, NATIONAL PETROLEUM 
News, 330 West 42nd St., New York 36, N. Y. 
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Great new future for you 


It’s here. The new D-X Boron Motor Fuel 
harnesses the power of the wonder chemical 
element boron to give motorists “THE 
SMOOTHEST POWER THEY CAN BUY.” 


It’s here. The biggest advertising drive in 
D-X history, bringing the exciting news about 
D-X Boron to millions of motorists. Head- 
lining the story is D-X Sunray’s new weekly 
half-hour TV show, Jack London’s Capt. 
David Grief—forecast to be one of the top 
dramatic shows of the year. Driving home 


the story is the largest advertising program 
in D-X’s 30 years including dramatic news- 
paper ads—highway boards and attention 
getting point-of-sale advertising. 


It’s here. The brightest future ever—-for you 
as a D-X jobber or dealer. Get the whole 
exciting story —including new D-X Boron 
Motor Fuel advertising and promotion pro- 
gram for jobbers and dealers. Write now to 
N. B. Ingram, General Manager, Retail Sales, 
D-X Sunray, Dept. 77, Tulsa 2, Oklahoma. 


D-X SUNRAY OIL COMPANY (Subsidiary) 


Sunray Mid-Continent Oil Company 
Tulsa, Oklahoma 
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What's in the lowa Farm Oil Business 


AN IOWA JOBBER management in- 
stitute earlier this year came up with 
some interesting highlights on farm 
business for the oil marketers of the 
Hawkeye State. 

Latest figures (from the 1954 Cen- 
sus of Agriculture) show that expen- 
ditures for petroleum products used 
on farms in Iowa were $84,272,290, 
third largest in the country. Poten- 
tial consumption of farm motor fuel 
in 1954 was 552-million gal.; of farm 
motor oil, 14.8-million gal; of farm 
gear lubricants, 45.7-million pints. 

The institute pegged the cost of 
operating a tank truck today at 14c 
per mile, including gasoline, repairs, 
license, insurance and depreciation. 
An Iowa time study established an 
average of 37 gal. of light oils sold 
for each mile driven by eight truck 
operators. The best operator delivered 
48 gal. for each mile driven and 
earned $12,000 a year in commission; 
the poorest delivered 25 gal. per mile 
and earned about $5,000 a year in 
commission. 

The majority of jobbers participat- 
ing in a panel discussion on rural 
distribution said they opposed the 
practice of giving or lending equip- 
ment to farmers. Distributors and 
suppliers entering a new area were 
blamed for starting the practice. 

The importance of service in hold- 
ing customers and getting new ones 
came in for a lot of comment. Sev- 
eral jobbers carry gum and candy on 
their trucks to get the children an- 
ticipating their calls. One distributor 
gives candy to the youngsters to take 
the invoice to the house after he 
makes a delivery. This gets the kids 
out of the way when the truck backs 
away, minimizing the chance for ac- 
cidents. 

Another recommended service is 
cashing checks for customers, saving 
the farmer a trip to the bank. And 
farmers need to know the amount of 
petroleum products they use each 
year, for income tax purposes. One 
jobber keeps a record of deliveries 
to each customer and at the end of 
the year gives him a letter listing his 
annual purchases. 


Make Way for Terminals 


New terminals are changing two 
distribution patterns in the Midwest. 
Sohio recently opened its Mahoning 
Valley bulk terminal between Warren 
and Youngstown, and Standard of 


Indiana is building a new marine ter- 
minal at Escanaba on the upper 
Michigan peninsula. 

Sohio’s terminal has 6.7-million gal. 
of storage facilities and cost $1.6- 
million. It is served by a 37-mile, 
eight-inch product pipe line from 
Mogadore. 

It will serve as a distribution center 
for gasoline and fuel oils for Sohio’s 
entire Youngstown division, eliminat- 
ing more than half a million miles 
of truck haul from the Akron, Canton 
and Cleveland terminals which for- 
merly served the area. The average 
truck trip has been reduced by about 
40 miles by the use of the new ter- 
minal. 


Indiana Standard’s 11-million gal. 
marine terminal is intended to “guar- 
antee winter-long continuity of supply” 
for six upper peninsular counties. It 
will be in partial operation by the 
close of the 1957 navigation season. 

Its facilities will include lake tanker 
unloading facilities with two 12-in. 
pipe lines linking dock and terminal 
storage; four diked storage tanks; a 
two-spot loading dock and a terminal 
operations building. 

Indiana Standard’s tanker fleet will 
deliver about 15 tanker cargoes a 
year of gasoline and fuel oils, during 
the April 15-December 1 season. 
Products will come from the com- 
pany’s Whiting, Ind., refinery. 


Dealer Sam Reeve: The old is dead, long live the new 


‘Burial of the Dead’ 


When Indiana Standard switched 
from White Crown to its new, up- 
graded premium, Golden Crown, Bir- 
mingham, Mich., dealer Sam Reeve 
(NPN—Oct. ’56, p108) again showed 
how to make the most of a merchan- 
dising occasion. 

Three days before the new gaso- 
line was introduced, Reeve set up a 
burial scene in front of his station, 
complete with tent, casket and fun- 
eral flowers. On the day Golden Crown 
succeeded White Crown, Reeve buried 
a white crown with full merchandis- 
ing honors (picture). 

More than 40 members of the 
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Lions Club of Bloomfield attended 
the interment. They also ran the 
station for 24 hours, working three 
shifts around the clock. Profits for 
the day—about $2,500—were turned 
over to the Lions for transmission to 
a Rochester, Mich. institution that 
trains seeing-eye dogs for the blind. 

The “funeral” brought in plenty of 
customers, of course. Perhaps the 
crowning glory for Reeve: among the 
“mourners” working for charity were 
not only a real funeral director, a 
bank president and other notables— 
but also the owner of a competing 
service station. 


(Continued on page 133) 
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BYRD OIL CO. BUILT THIS “MARK E” 


Ww LA FOR $4,000! 
In 10 days from the pouring of the concrete 
for station floor, Byrd Oil Co. had this mod- 


ern 24’ x 12’ “MARK E” station in operation 


g hy re) W R re) re) A at Deepwater, Mo., on Highway 13. Includ- 


ing two modern restrooms and smart interior 


finishing, the total less than $4,000. 
SERVICE STATION Sactirasl steal sonsivetiion bagh eillied tobor 


cost at a minimum. 


vo be surprised how little this modern steel showroom 
service station costs...and what it can do for you in attracting 
traffic and increasing sales! 


No station at anywhere near the cost of the Columbian “MARK E” offers so many 
sales-making, profitable features. The huge, slanting non-reflecting windows provide 
clear view of your inside displays. From inside, the attendant can see customers outside 
as soon as they pull into your driveways. The 36” marquee in front shelters and protects 
outside displays; the 30” marquee along both sides provides covered walks to the 
restrooms. Constructed of bolted steel sections, the “MARK E” is easy to erect without 
skilled help. It requires minimum maintenance ...only an occasional coat 

of paint keeps it bright and clean. 


If you’re planning a new station, or to modernize a present structure, it will pay you 
to find out more about the Columbian “MARK E”, Designs with or without 

lube bays can be supplied to fit your lot. 

Write today, 


giving size and description of your lot. Columbian engineers 
will give you a design suggestion and cost estimate. There is no 
obligation on your part. 


COLUMBIAN STEEL TANK COMPANY 


P.O. Box 4048 - |, Kansas City, Mo. 





(Continued from page 131) 
Up in Michigan, It's Safe 


The Michigan Petroleum Industries 
Committee recently received the top 
national award for traffic safety 
achievement given to trade associa- 
tions by the U.S. Chamber of Com- 
merce. L. R. Kamperman, vice presi- 
dent of Leonard Refineries and chair- 
man of the MPIC’s traffic safety com- 
mittee, accepted the award. 

The measure of the success of the 
program was a drop of 14.5% in 
Michigan’s highway fatalities in 1956, 
Kamperman said. The national aver- 
age rose 12%. 

The Michigan campaign included 
the distribution of 4-million “safety- 
imprinted” windshield towels; a spe- 
cial speedometer sticker calling atten- 
tion to Michigan’s new speed limits; 
550,000 “Summer Safety Pledges” for 
small children in 811 urban public 
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and parochial schools; a safety pledge 
for motorists, and the distribution of 
00,000 winter safety messages in 
Detroit from the police commissioner. 


Iindiana’s Trouble 


Hoosiers blame Indiana’s recent 
price wars on competition between 
dealers offering trading stamps and 
those who won’t touch the giveaways. 
Operators without stamps increased 
their “savings discounts” to customers, 
stamp-givers lowered their prices, and 
the war was on. Temporary allow- 
ances by major suppliers followed 
quickly. 

One refiner claimed the situation 
had been stabilized at the lower price 
level, but said, “I see little chance of 
early return to normal. The situation 
is more a battle of tempers than a 
result of supply-demand imbalance.” 


The Rains Came—And How 


EXCEPT FOR a hair-raising experi- 

ence here and there, and a drop in oil 

and gasoline consumption, oil market- 

ers rode out the 

recent Southwest- 

ern spring floods 

and tornadoes in 

fairly good shape. 

Although _ the 

turbulent weather 

caused close to 

$100-million 

property damage 

in Texas alone, a 

ro — spot check of job- 

Marvin bers and consign- 

en ee as ined fe 

some of the severely hit areas turned 

up no significant damage. A few 

service stations were either destroyed 

or damaged, but bigger marketing in- 
stallations generally escaped. 

Southwest marketers, however, have 


a long way to go to regain lost busi- ° 


ness during the remainder of the 
summer and fall. Complicating this 
effort are high gasoline stocks. 

A year ago, oil product sellers in 
parts of Oklahoma and Texas, par- 
ticularly, wondered if it would ever 
rain again. Some seriously considered 
throwing in the towel. Others, with 
huge farm and ranch credit accounts 
on their books, couldn’t afford to pay 
such things as dues to their state mar- 
keting associations. 

Nature Goes Overboard—This all 
changed starting early last March. Just 
when spring normally hits the South- 


west, three blizzards in a row blasted 
the Oklahoma and Texas Panhandle 
areas. Then came the rains. 

Daily, week after week, it rained. 
But the heavy, low-riding clouds that 
brought the moisture also brought 
heavy winds and spawned tornadoes. 
Even so, oil marketers—along with 
their farm and ranch customers—wel- 
comed the rains despite the turbulence. 

But after they figured they’d had 
enough, Nature wasn’t ready to stop. 
She seemed to be trying to do in a 
couple of months what she had ne- 
glected doing for seven or eight years. 
Before it was over, towns and cities 
down stream along the Texas Gulf 
Coast found themselves threatened 
with serious floods. Fortunately, the 
rains started slowing up just in time to 
save small Texas coastal towns, from 
Deweyville to Victoria, from serious 
damage. 

Near Miss—One of the more hair- 
raising experiences reported by jobbers 
happened to A. A. Adams, Continental 
jobber in Dallas. 

When the Dallas tornado hit in early 
spring, Adams was at his bulk plant. 
He and his employes heard the twister 
roaring and went outside to see what 
it was. They saw what looked like a 
huge whirlwind, apparently headed 
straight for the bulk plant. 

“We had no warning, and actually, 
the thought that it might be a tornado 
didn’t enter my mind until it got closer. 
Then we saw that what we thought was 
just trash blowing around in a whirl- 
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wind was actually large timbers and 
other debris. 

“Everything suddenly got real still 
and hot where we were. The roar the 
funnel was making had become very 
loud, and it still looked like it was 
headed straight for us. About that 
time, the wind picked up where we 
were, and the funnel veered off to the 
right. It passed about three blocks 
from my plant.” 

Adams says, “I always said Id like 
to stand on the sidelines and see a tor- 
nado. I got my wish. But I'll guarantee 
you one thing. I don’t have any desire 
now to see another one.” 

While the rains ended the drought 
in most parts of the Southwest, they 
lasted too long for spring farm opera- 
tions. And with low lands along the 
Texas coast flooded, rice farming was 
hurt pretty badly. Several coastal job- 
bers said their business—other than 
through retail outlets—was at pretty 
much of a standstill through April and 
part of May. 

“The low crop farmers were hurt 
seriously in my area,” reported job- 
ber Bob Ashby, of Eagle Lake, Tex. 
“They had to stop planting, and the 
ranchers had to move their stock out. 
About the only business we retained 
during the high waters was our retail 
business, and even it was off.” 

S. L. Murphy, Coastal Oil Co. in 
Beaumont, reported about the same 
situation in his area. The rains started 
during the heavy rice planting period, 
and delayed operations considerably. 

Not All Bad—Some marketers, 
however, said they were surprised at 
the way their gallonage held up during 
the bad weather at retail outlets. Job- 
ber Al York in Victoria—a coastal 
town threatened with a severe flood at 
one stage—reported his retail business 
held up “about normal.” 

Jobber Adams, in Dallas, said his 
April retail business was actually 
higher than he had expected, although 
a number of his dealers reported they 
were feeling the effects through a big 
slowdown in service work. His only 
explanation for the gallonage increase 
was “water is so strange to people up 
here, they must be driving around a 
lot just to look at it.” 

By mid-May, the coastal areas of 
Texas appeared to be pretty well out 
of danger on floods. But in parts of 
West Texas that hadn’t received too 
much, and in Oklahoma and Arkan- 
sas, the rains suddenly became heavier 
and tornadoes more frequent. 

The big problem now for the South- 
west marketers is to regain the busi- 
ness lost to the weather. This won’t be 
easy. And the retail markets going into 
June didn’t look too good in some 
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Southwest spots, such as Dallas and 
Houston, where there was some price 
sniping. 

To make matters worse, Southwest 
refiners were edgy about high gasoline 
inventories. Spring buying on the part 
of Eastern refiners was almost non- 
existent, and Texas Gulf Coast refiners 
depend on them to move a lot of their 
output. In fact, gasoline was in ample 
supply, and prices weak, in most areas 
east of the Rockies. 

What’s the Outlook——Whether the 
Southwest jobbers and consignees re- 
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gain their lost business depends a lot 
on consumption and how well the re- 
finers are able to move their gasoline 
stocks. Most feel the vacation demand 
will be good. It had better be. Other- 
wise, some of the refiners will become 
inclined to “dump” gasoline at low 
prices and that, in turn, will help nour- 
ish price war ideas some marketers 
may have. 

But there is one thing Southwest 
jobbers, ranchers and farmers all agree 
on now. The drought, undoubtedly, 
has been broken in the Southwest. @ 


Education at the Station 


THE BIG NEWS in South Carolina 
this summer is a far-reaching plan to 
put the state’s oil marketers on the dis- 
tributive educa- 
tion bandwagon 
— and up-grade 
service station 
management at 
the same time. 
| The plan took 
shape at the 
South Carolina 
Oil Jobbers Assn. 
management in- 
stitute in May. It 
By Charles T. Dixon will be presented 

Southeast Editor at the summer 
meeting in August, and the state’s oil 
men feel it will receive warm approval 
there. 

Basically the plan calls for five 
management-training courses for key 
personnel of service stations. That 
means station managers in most cases, 
though an assistant manager of a big 
station might qualify. Courses would 
cover the full management story, from 
advertising to record-keeping to taxes. 

To avoid costly travel expenses in 
both time and money, the courses 
would be given at five points in the 
state—probably Charleston, Columbia, 
Florence, Spartanburg and Greenville. 

They'll be conducted by flying 
squadrons of jobbers, equipment men, 
and other marketing people. One of 
the strongest backers of the courses is 
Mrs. Alice Wyman, community serv- 
ice coordinator for the University of 
South Carolina. 

Coming True — Incidentally, Mrs. 
Wyman’s interest in this project is such 
that its scope and eventual benefits to 
the state’s oil industry could result in 
the realization of an old, old dream. 

The University of South Carolina’s 
extension division maintains a distribu- 
tive education program under which 
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high school students can receive credit 
for part-time work in well-managed 
businesses. 

The caliber of service station man- 
agement in South Carolina in the past 
has been such that stations have never 
been able to qualify for participation 
in this program. The resulting loss to 
the industry is obvious. 

Mrs. Wyman is convinced that with 
the successful completion of the pro- 
posed management-training courses, 
the extension division would be able 
to authorize participation by the oil 
industry in the state’s program. 
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Five-Day Plan—Present thinking 1s 
that the management course should 
last about five days. Wise selection of 
meeting halls and the utilization of 
successful men in the field whose 
know-how is evidenced by their suc- 
cess in the state’s oil business would be 
great factors in keeping down costs. 

R. A. Miller of Tampa, Florida, 
who is in charge of Shell’s dealer train- 
ing in the area, showed the jobber in- 
stitute group the type of material that 
Shell is finding valuable in training its 
dealers. “Everyone agrees that some- 
thing should be done,” Miller points 
out, “but little has been done in the 
way of putting something down in 
black and white.” 

At the University meeting Miller 
discussed the Shell material, which 
covers three phases of management 
training in check-sheet form for evalu- 
ating progress. The check-sheet gives 
the fundamentals for those just enter- 
ing the business, a means of checking 
those already in the field, and advance 
training, which presents fully the 
profit-making possibilities. 

“It gives jobbers a specific program 
for use in their own territory,” Miller 
says. And it’s such material that would 
be used in the SCOJA course. 

Jobbers in the Southeast will be 
watching the Charleston convention in 
August to see just what action the Pal- 
metto jobbers will take. ‘a 


Solids Run Through This Line 


A NEW KIND OF PIPE LINE is at 
work in the Rockies—the first to 
transport solid materials over moun- 
tainous country. 

Built at a cost 
of $2-million, it 
runs 72 miles over 
the Book Cliff 
Mountains from 
the American Gil- 
sonite Co. mines 
at Bonanza, Utah 
to the company’s 
new refinery at 
Gilsonite, Colo., 
near Grand Junc- 

By Frank Pitman tion. This is the 

Rockies Editor — first privately fi- 
nanced American refinery for large- 
scale production of conventional petro- 
leum products from solid hydrocar- 
bons. It will go into full-scale produc- 
tion in August. 

The raw material is Gilsonite, an 
asphaltite which looks like coal. It is 
mined from vertical seams, and travels 


through the pipe line in a slurry (a 
mixture of crushed ore and water). 
The refinery will convert the Gil- 
sonite into high-grade metallurgical 
coke and gasoline. The gasoline will 
be marketed in the Rocky Mountain 
area, under the Chevron brand (Ameri- 
can Gilsonite is an affiliate of Stand- 
ard Oil Co. of California). 
The pipe line is 6 in. wide with a 
«capacity of 700 tons of ore a day. It 
is buried 3.5 ft. deep over most of its 
route, but crosses two suspension 
bridges over canyons; one bridge is 
600 ft. long, the other 700 ft. There 
is one pump station, at Bonanza. For 
extra protection, there is a reservoir 
at the summit of Baxter Pass, the 
line’s highest point, that can flush the 
system in both directions. A high- 
pressure pump at the refinery can 
back-flush the line if necessary. 


Oriental Takes a Rest 


E. M. Stringer, president of Den- 
ver’s Oriental Refining Co., has good 
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Here’s your chance to 





make a hit with your 


friends and neighbors! 


Because you are an oilman, all eyes will be 
on you during Oil Progress Week — October 
13 to 19, It’s the week when oilmen every- 
where report to the nation on the progress 
made in their industry. 

Oil Progress Week also gives you a great 
opportunity to create good public relations 
in your community for yourself and your 
industry—and the Oil Information Commit- 
tee has much to offer to help you. 





Here are some suggestions 


Attractive, professionally-prepared materials 
are available for you to use in your com- 
munity—films and speeches for radio and 
TV, window posters, exhibits and demon- 
strations, plus a complete ad mat proof book 
with ads that any oilman can use. This well- 
rounded community relations program con- 
tains everything you'll need to help you win 
prestige and friends. 

One of the best ways to get started is to 
contact your local Oil Information Com- 
mittee Chairman. He will help you plan a 


program that will work for you in your American Petroleum Institute, Dept. G 


community. 
/ 50 W. 50th Street, New York 20, N.Y. 
I want to take part in promoting Oil Progress Week in my town. 


Please send me your free booklet explaining Oil Progress Week 
activities and listing the materials available to me. 


NAME 





So, team up to make Oil Progress Week ADDRESS 
—your week—a big success. Clip 





out and mail this coupon today! 
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news for most Rocky Mountain mar- 
keters. “We’ve expanded all we want; 
we're not planning to do anything 
more,” says Stringer, who upset the 
Colorado marketing pattern two years 
ago. 

Oriental went into marketing direct 
from its refinery in 1955 at 5¢ or 6¢ 
under the prevailing price. This was 
an effort to retain the 6% of the 
Colorado market Stringer felt was his 
proportionate share. A year ago 
Stringer moved into Wyoming. (NPN 
—Sept. ’55, p82, and May °56, p148.) 

Plenty of price wars sprung from 
Stringer’s marketing tactics. Now, how- 
ever, he says the 3,000 b/d Oriental 
refinery “has all the market it needs.” 
His 60 direct outlets were selling gaso- 
line for 26.9c in most areas in May 
(most Colorado majors were then post- 
ing 32.5c, including taxes). 

Stringer has developed his own 
crude supply and operates his own 
trucks. “I'd be unable to operate un- 
less we had a completely integrated 
operation,” he says. But he also com- 
ments that other marketers have 
“accepted my operation. Nobody’s 
fussing about it any more.” 


Pueblo’s Price War 


Colorado marketers are showing 
increasing concern over price-cutting 
in the southern part of the state, 
centering on Pueblo. The market there, 
depressed for the past two years, is 
sending ripples through Colorado. 

With most major-brand stations post- 
ing 19.9c gal. and independents at 
18.9c, including taxes, the area is way 
below the 32.5c level for majors in 
other parts of the state. 

Farmers from 35 and 40 miles 
away have been reported trucking in 
their 300-gal. farm storage tanks to 
stock up on the low-price gasoline. 
This has caused dealers in Walsen- 
burg, 52 miles south of Pueblo, and 
Canon City, 45 miles west, to slash 
their prices in an effort to hold their 
trade. 


Bay Moves Again 


Bay Petroleum Corp., increasingly 
active in the Rockies since its acqui- 
sition by Tennessee Gas Transmission 
Corp., has bought all the physical 
assets of Investors Motor Oil Co., 
Colorado Springs. This includes four 
service stations and a bulk plant. 

Bay’s stepped-up operations in the 
Denver area have necessitated the 
construction of a $200,000-plus addi- 
tion to its marketing warehouse. The 
addition includes a new high-speed 
canning machine and storage for 
grease and oil. & 
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New Roads = New Stations 


THERE’S BOUND to be a mad 
scramble among New Jersey gasoline 
suppliers for new service station sites. 
Several already 
have their real- 
estate depart- 
ments working 
ahead. 

Cause of it all 
is the state’s plan 
to build 363 miles 
of new or ex- 
panded highways 
at a cost of more 
than $1.1-billion 
in the next 13 
years. 

Although it’s a 
little too early for the state to say 
what part of the 363 miles of roads 
will be on new or present alinements, 
it is known that six of the highways 
will head for the New York City area 
and two will tie into the Philadelphia- 
Camden area. Five will follow a gen- 
eral east-west direction and three will 
be on the north-south axis. 

Here’s what New Jersey plans: 

e New U. S. 46 (80 miles) from 
Columbia on the Delaware River to 
the George Washington Bridge. 

e New U. S. 22 (70 miles) from 
Phillipsburg, also on the Delaware, to 
the Holland Tunnel. 

e New U. S. 1 (64 miles) from 
Trenton to George Washington Bridge. 

e New U. S. 202 (50 miles) from 
near Suffern, N. Y., to Perth Amboy 
and Outerbridge Crossing into 
Staten Island. 

e New U. S. 3 (21 miles) from 
U. S. 46 to Lincoln Tunnel. 

e New U. S. 28 (6 miles) from 
U. S. 22 to Elizabeth and Goethals 
Bridge into Staten Island. 

e New U. S. 130 (65 miles) from 
Deepwater, near the southern end of 
N. J. Turnpike, through Camden to 
Trenton. 

e New bridge and connecting road 
(7 miles) between Philadelphia and 
Camden. 

With two of New Jersey’s new roads 
bringing traffic into Staten Island, it is 
possible that new roads will be built in 
that part of New York City to handle 
traffic for the proposed Narrows Bridge 
between Staten Island and Brooklyn. 
And that could mean more service-sta- 
tion site activity. 


By 
Cornelius Brodersen 
East Coast Editor 


Fair Trade Fizzles 
Alert Connecticut oil jobbers read 


the signs correctly at their convention 


when they said fair trading in Connec- 
ticut, Massachusetts and Rhode Island 
wasn’t long for this world. 

That was early in May. 

A little more than half a month 
later, fair trade in those three New 
England states was a dead duck and 
jobbers were in the storm cellars to 
wait out a gasoline price war that was 
indicated as tank wagon prices slipped 
downward, 

Fair trade hit the reefs nearly 11 
months after it was launched. Tide- 
water Oil was the first to abandon ship 
in Massachusetts. That action moved 
other suppliers to bid fair trade a fast 
good-bye. 

Fair trade was supported by nine 
marketers in Connecticut and Rhode 
Island. Ten supported it in Massachu- 
setts. But Sun, Gulf, Shell and Sinclair 
declined to get on the bandwagon. 

Lack of complete industry support 
and laxity in enforcing fair trade are 
reasons the move died, jobbers say. 

Of five Eastern states where gasoline 
was fair traded, only New Jersey is 
left. 


A Tax Levy Dies 


Gasoline marketers usually com- 
plain that temporary gasoline taxes 
have a habit of becoming permanent 
levies. 

To keep the record straight, Penn- 
sylvania isn’t following the usual pat- 
tern. It has allowed a temporary emer- 
gency tax of 1¢ a gal. to expire. Since 
the first of last month it has collected 
taxes on the basic rate of 5¢ gal., in- 
stead of 6¢ gal. 

The Keystone State added the extra 
1¢ tax about a year ago to pay for 
repairing highways and bridges washed 
out by Hurricane Diane in August, 
1955. 


Lewis Adds LPG 


Lewis Oil Co.’s Suffolk division at 
Kings Park, L. I. (NPN—Nov ’56, 
p117), has gotten its liquefied petrol- 
eum gas operation off the ground. As 
a branded Gulf Oil Corp. heating oil 
distributor, Lewis is handling Gulf’s 
Gulftane LPG. 

LPG is brand new at Lewis. But the 
heating oil distributor is going into 
LPG fully equipped. Storage includes 
two 30,000-gal. LPG tanks, a four-line 
cylinder-filling plant, two stake trucks 
for cylinder delivery, four installer- 
servicemen, a full-line of LPG appli- 
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ances, and an LPG sales manager— | 


Arnold Siegal, formerly with Proflame 
Gas Corp. in nearby Smithtown. 
Lewis Oil expects to make a bi? 
thing out of LPG. New homes in 
many areas have no city-gas mains, 
opening the door to LPG use in ranges, 


refrigerators, hot-water heaters. And | 


if some people want it for home heat- 
ing, Lewis won’t object. 

But just as Lewis Oil has plenty of 
competition in the heating oil market 
in Suffolk, it will have plenty of com- 
petion in LPG. The area has more than 
25 LPG-only dealers, plus eight others 
who have their own bulk and cylinder- 
filling plants. 


Tugboat Heroes 


Tug crews do more than haul gaso- 
line and motor oil barges around New 
York’s harbor. They help out in dis- 
asters, too. 

That’s what the captains and crews 
of Esso Vermont and Esso Massa- 
chusetts did in February when a plane 
crashed into New York’s East River. 

For their work in picking up sur- 
vivors, giving them first aid and trans- 
porting them to land—despite a heavy 
snowstorm and tricky reefs—crews of 
these two oil-company barges have re- 
ceived citations from New York City 
Fire Department. a 
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IT S VIKING ALL THE WAY 


FOR PUMPING PETROLEUM PRODUCTS 


BULK PLANT PUMPS 


Choose the right pump for your job 
from a complete line of Viking bulk 
plant pumps . . . including singles, 
twins and multiples, in standard and 
all-weather construction, conven- 
tional packing or mechanical seals. 
Capacities from 50 to 1050 G.P.M. 
Many models Underwriters ap- 
proved. All are positive, fast, self- 
priming and capable of stripping 
tanks clean. 


TRUCK PUMPS 


Viking truck mounting pumps for 
every size and type . . . from 35 to 
300 G.P.M.—for the small fuel de- 
livery truck to the biggest transport. 
All do a fast, smooth pumping job, 
with thousands outlasting the trucks 
on which they are originally mounted. 


MARINE 
TERMINAL PUMPS 


The Viking barge and marine ter- 
minal ep line is heavy-duty con- 
struction throughout. Complete ca- 
pacity range up to 1050 G.P.M. 
Available in any type of mounting 
and power. All are built to do the 
complete job, from fast priming to 
stripping, without additional equip- 
ment. Ask for catalogs Gr, Cr and 
SP-377r. 


VIKING PUMP COMPANY 


Cedar Falls, lowa, U.S.A In Canada, it's "ROTO-KING” pumps 


Offices and Distributors in Principal Cities 
See Your Classified Telephone Directory 


AMERICAN CANCER SOCIETY 
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Six-Volt Battery Leads the Field Today, 


Look tor These Big Shifts 
In the Battery Market 
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Tires-Batteries-Accessories 


But 12-Volt Will Take Over After 1960 


KEEP A SHARP EYE on your battery inventories 
from now on. You can see above that today’s big 
sellers will gradually drop in importance, while 
those slow-moving newcomers will be the hot num- 
bers in a few years. 

This poses some big problems for you and your 
dealers. There’s a natural temptation to reduce the 
number of sizes you carry. But this can be poor 
economics unless you know what kind of demand 
you'll have to prepare for. 


The highlights above and detailed information 
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that follows can help you plan your battery inven- 
tories to fit tomorrow’s demand. The information 
comes from a detailed analysis of battery trends 
prepared by Globe-Union, Inc., Milwaukee. 

The Five Old Sizes—This grouping is one of con- 
venience. These sizes handled all automotive needs 
up until 1953. 

As a result they’re found on an immense number 
of old cars still on the road, not to mention the 4- 
million cars that are scrapped every year. A typical 
example is the Group 1 battery, wheelhorse of the 
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Tires—Batteries—Accessories 














(Story begins on page 138) 
6-volt era. Today 30% of them are in cars over 
10 years old, and none have been used on new cars 
since 1955. 

The Nine Newcomers—Top seller is the 24S (or 
interchangeable 24SH) used by nine makers, in- 
cluding Chevrolet and Plymouth. Next is Group 
28N, adopted by Ford and Mercury in 1956. 

This group inciudes three-6-volts no longer used 
—2N, 3NR and 3N—and a 12-volt retained on 
only one car. Since the cars using these four are 
relatively new models, replacements will be in de- 
mand for several years to come. They are casualties 
of the transition stage from 6-volt to 12-volt. 

Change Will Be Slow—But you'll notice from 
the charts the old timers won’t disappear over-night. 
Look ahead to 1962 and you'll see they still ac- 
count for almost a third of the market. And for the 
immediate future, better than half the battery sales 
for the next two years will be in the five old sizes. 

Think about the changing character of that mar- 
ket. What kind of batteries will these owners want? 
Will it pay you to offer a premium price battery, or 
even an original equipment price line? If your deal- 
ers try to sell the line you recommend, will they be 
duck soup for the bargain-battery competition? 

Perhaps you’d be wise to offer two price lines for 
some of the old sizes, but not for all of them. Col- 
lectively they represent 60.7% of the 1958 demand, 
as you can see from the chart. 

Clunker Complex—Old cars are just as hard to 
start as new ones, but old car owners seem to have a 
different attitude about it. Constantly on their minds 
is the possibility of trading the old car for a new 
one, so there’s always the temptation to buy a bat- 








tery that will just “get by” for the short term. 

There’s no guarantee, of course, that still more 
batteries won’t be added. All of the projections in 
this forecast are based on these assumptions: 

Car manufacturing will continue at 85% of the 
1955 rate; each make will hold its present position 
in the market; car makers will continue with the 
same batteries they are now using. 

The New Mix—Coping with the new battery 
market is not just a matter of guessing the demand 
for each size. While there are 14 sizes in use today, 
the average service station inventory contains only 
7.5 batteries. 

Skeleton stocks carried by dealers, plus the ad- 
dition of so many new sizes, brings strong pressure 
on oil marketers to forget about some of the batter- 
ies with only a fractional share of the market. 

For example, Globe-Union finds that many deal- 
ers have already discontinued stocking the Group 
2F battery because of small demand. Ford discon- 
tinued the Group 2F as original equipment after 
1946, and only Lincoln, Packard and Hudson used 
it subsequently. 

But you can also move too fast. Noting that mar- 
keters are talking of reducing their 6-volt lines to 
a single low-price battery in each size, Harry N. 
Roberts, Exide sales manager, told the St. Louis 
TBA convention that such a move in 1958 could 
cost a marketer and his dealers some important 
volume and profit. 

It could be bad timing, he believes, to pass up the 
several million car owners in this group who still 
prefer a battery of original equipment capacity. This 
illustrates the tough decisions marketers will be 
mulling over for some time to come. a 
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1904 — First spark-plug ignition for 4-cylinder motor 


1952—First practical one-piece battery cover 
introduced by GLOBE 


The first spark plug ignition set for 4-cylinder 
engines was a fore-runner of today’s complex 
ignition systems. Globe-Union’s pioneering has 
continually developed batteries for these ad- 
vanced systems. Typical of Globe’s leadership 
is the one-piece battery cover introduced five 
years ago. Today one-piece covers are being 
used more and more to give — 


1. Extra battery capacity 
2. Greater over-all container strength 
3. Better looking batteries 


®@ Note unitized one-piece cover-case construction — FASTER, LOW-COST DELIVERY! 

brute for strength, less susceptible to damage in han- Globe’s sixteen plants are strategically located for fastest, 
dling or distortion from extreme under-the-hood heat lowest-cost shipments to all markets; thirteen (*) are 
— resists vibration from road shock, protects vital bat- producing creatively packaged dry-charged batteries. 
tery parts — unharmed by oil and grease © Weld- *ATLANTA, GA., DALLAS, TEXAS, *EMPORIA, KANSAS, *HOUSTON, 
sealed to case, having tongue and groove joint, triple TEXAS, *LOUISVILLE, KY., *MEDFORD, MASS., *MEMPHIS, TENN., *MIL- 
sealed into one inseparable unit — cell partitions and WAUKEE, WIS., *MINERAL RIDGE, OHIO, *PHILADELPHIA, PA., *REIDS- 
container are strengthened, reinforced like a battleship VILLE, NO. CAROLINA, “SAN JOSE, CALIF., *HASTINGS-ON-HUDSON, N. Y., 
to withstand heat and abuse @ Another milestone in LOS ANGELES, CALIF., OREGON CITY, ORE., AJAX (ONTARIO) CANADA 
power — another first for Globe! 


GLOBE-UNION INC. 


SPursecomp StARtine MILWAUKEE 1, WISCONSIN 
SECOND 


If it’s Petroleum-powered there’s a right from the start! 


SPINNING POWEp 


CHE CK QUALITY 


BEFORE YOU BUY YOUR NEXT 


AIR COMPRESSOR 


ae. ONLY WAYNE OFFERS 
THESE IMPORTANT EXTRA QUALITY FEATURES 


You get extra value in every Wayne Air Compressor. Extra value in 
the finest quality workmanship. Extra value in important comparison 
features only Wayne has. Extra value in service life . . . guaranteed 
usable air output that has been pre-tested and performance-proved. 

Whatever the size compressor you need—from a fractional single stage 
to a 50 HP two-stage . . . vertical or horizontal—there’s a Wayne Com- 
pressor. Each is ‘“‘station-engineered’’ to run cooler, use less power, 
provide higher operating efficiency and reduce maintenance costs. 
When you buy your next compressor quality-compare feature for feature. 
You'll choose Wayne for extra quality at no extra cost. Write for the 
new “Air Compressor Guide-Catalog” to . 


THE WAYNE PUMP COMPANY 
SALISBURY, MARYLAND - TORONTO, CANADA 





Eastern TBA men 


suggest three ways 


to build volumes 


BIG, 100-TIRE outdoor display racks 
got a vote of approval from eastern 
TBA managers at their annual meeting 
in Hershey, Pa. 

The reason? Simple. They sell a lot 
more tires. 

The racks in question are combi- 
nation storage and display units, with 
hinged metal doors that can be locked 
at night. They’re intended for per- 
manent location along one side of a 
station driveway. 

One company tried the racks six 
months at 100 lessee stations, saw an 
over-all jump in tire sales of 40%. All 
but 10 of the dealers had increases— 
and TBA officials think maybe those 
10 had already reached their maxi- 
mum tire potential. 

But they point out, too, that the 
racks are in demand even from deal- 
ers selling at a good level. They need 
the extra tire storage. 

There’s a choice of financial ar- 
rangements. One oil company installs 
the racks at lessee stations for dealers 
who agree to carry a 100-tire stock. 
Dealers pay a rental of $5 a month. 
Another dealer sells the racks to deal- 
ers at $25 down and $15 a month. A 
third sells the racks outright, for cash 
(cost runs about $400 each). 

Prizes for All—A discussion of sales 
contests indicated many majors are 
offering merchandise prizes to stimu- 
late TBA sales—or have in the past. 

One company prefers low-cost 
items (around $1.25) that a wide seg- 
ment of dealers and helpers can earn. 

Others believe all prizes should have 
some use in the home, while some use 
the services of premium contest con- 
cerns. These can provide an almost 
unlimited choice of prizes. A few re- 
port that travel prizes pull well 
among both dealers and salesmen. 

There’s equal disagreement on time 
limits. One man says no contest should 
run more than two months. Others 
report good results for as much as 
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How to Get More Tire Sales 








1 Bigger display racks 


3 Better dealer training 


2 Well-planned contests 








six months or a year. 

Tire Training—There was general 
agreement that dealers are selling far 
too many second-line tires. They do it 
because they haven’t had the right 
training on how to analyze and ex- 
plain advertised bargain tire prices. 

Defective training is also respon- 
sible for the large number of tubes 
going into tubeless tires. Not only are 
tubes used indiscriminately as a sub- 
stitute for a tubeless repair, but in 
some areas dealers suggest installation 
of tubes in new tubeless tires. 

All agreed that tube sales are run- 
ning at abnormally high levels. One 
company reported an increase of 
14% in tube sales. One TBA manager 
commented that tube sales are espe- 
cially high in the south. “In the south- 
ern states I believe tubes go into 
nearly all the tubeless tires we sell,” 
he said. 

A suggestion was also advanced 
that tubes from snow treads are often 
left in tubeless tires because the dealer 
may not have the right tubeless valves 
on hand at the time of making the 
switch. 

Brake Fluid Laws—Competition 
from low-priced sub-standard brake 
fluids still persists in some states that 
bar the sale of such products, accord- 
ing to several TBA men. It was 
pointed out that weak regulations do 
not insure the use of only the heavy- 
duty grade. Instead the law opens the 
door to off-brands to offer cut-rate, 
inferior products. 

Fewer Battery Lines -— For several 
reasons oil marketers are likely to 
drop more and more of their premium 
priced batteries. For one thing, the 
demand seems to be less. “We find 
our premium battery sales are prac- 
tically dead,” commented one TBA 
manager. 

There is more price resistance, say 
others, and they cite this as a reason 
why you see less advertising of 48- 
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month guarantees. One member sug- 
gested that past emphasis on long guar- 
antees in general has made people 
satisfied to buy medium-price batter- 
ies. 

“The average car owner doesn’t 
need a premium battery,” said one 
member. One company is pulling back 
on its long guarantees, and at the 
same time reducing the battery line 
from 14 to 12 sizes. 

Wet or Dry?—There is still a seg- 
ment of oil marketers strongly in 
favor of wet batteries. They feel sure 
the problem of shelf deterioration 
will be licked eventually, perhaps by 
the silver-cobalt compounds recently 
introduced. One man thinks still lower 
gravity may help. His company is now 
trying out a 1225 gravity battery. 

Annual Convention — The annual 
Oil Industry TBA convention will be 
held at the Chase Hotel, St. Louis, 
Nov. 25-26. National chairman Art 
Sweet, Humble Oil & Refining Co., 
says the teamwork required for suc- 
cessful TBA merchandising will be 
the theme of the convention. He adds 
that some new ideas will be tried this 
year and that anyone who comes in 
late for the Monday afternoon session 
will miss “something of great interest.” 


What's New in TBA... 


Service stations’ share 


. of the market for two TBA 
products, antifreeze and sealed-beam 
lamps, was mentioned by speakers at 
the Santa Barbara TBA convention. 

Service stations sell 70% of the an- 
tifreeze, said A. E. Tongue of Olin 
Mathieson Chemical Corp. He put the 
annual volume last year at 110-million 
gal., and noted that this means 1.79 
gal. sold at service stations for every 
passenger car, truck and bus regis- 
tered. Glycol-type antifreeze ac- 
counted for 72% of the total in 1955, 
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and he estimated the 1956 propor- 
tion at 85%. 

Stations also sold 50% of the sealed- 
beam lamps last year, according to 
W. H. Robinson, of General Electric. 
Their share has been climbing stead- 
ily for the past two or three years, 
he said. 


Low-price battery 

. . Carrying an 18-month guarantee, 
has been added to the Auto-Lite line. 
Auto-Lite says that 74% of replace- 
ment sales this year will be 6-volt 
batteries, many for cars that have 
passed to second, third and fourth 
owners. In this segment of the market, 
Auto-Lite feels, there is a demand for 
an economy replacement battery in the 


$13 to $18 price range. The new bat- 
tery features lead-welded post seals to 
prevent acid seepage, and push-in rub- 
ber filler caps, previously used only on 
12-volt batteries. 


Changeover terms 


. . . to credit card holders got a 
brief trial this spring by Pure Oil Co. 
The plan offered instalment terms for 
a list of goods and services including 
cooling system draining, batteries, 
tires, motor oil, lubrication, and ac- 
cessories. The plan was promoted as 
a spring changeover program. The 
extended terms were 30-60-90 days on 
amounts from $15 to $50, and six 
months on larger sales. Pure is consid- 


Powerful yun to consumer fuel ane 
TOKHER! 











You can make big buyers out of small 
buyers with this improved, electric 
Tokheim Pump! Ideal for farms, 
small fleets or factories— create big- 
ger volume deliveries, fewer stops. 
Quickly pays for itself in time and 
labor savings—and in new business! 
Built to Tokheim quality standards. 
Check the features below. Then, 
check with your Tokheim repre- 
sentative for full information! 


* High-vacuum rotary gear-type pump- 
ing unit * New horizontal register dial 
* Built-in by-pass valve * Built-in check 
valve * Explosion-proof motor * Remov- 
able strainer screen * Rugged welded 
chassis * Approved by Un- 
derwriters’ Laboratories. 






















Texiizim 


MODEL 


48 


General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 


1650 WABASH AVENUE 


SINCE 1901 


FORT WAYNE 1, INDIANA 





Subsidiaries: Tokheim N. V., Leiden, Holland — GenPro, Inc., Shelbyville, Indiana 
Factory Branch: 475 Ninth Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge Street, Toronto, Ontario 
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ering offering a similar plan again 
this fall. 


New AEA catalog 


. . . for 1957 serves as a reference 
for the popular, fast-moving parts of 
electrical and fuel systems for all 
passenger cars and light trucks. All 
units and parts shown are original 
equipment for the vehicle listed. An 
illustrated section helps to identify 
listed parts. A complete price list is 
also included with each catalog. Pub- 
lisher is the Automotive Electric 
Assn. Detroit, Mich. 


New Firestone branch 


. .. to be built in Portland, Ore., will 
be a combined office, warehouse and 
retreading plant. It will be located on 
a 10-acre site near the Banfield ex- 
pressway. 


Two new oil products 


. . . have been developed by Canfield 
Oil Co., Cleveland, Ohio. One is an 
improved outboard motor oil said to 
combat the tendency of outboard 
plugs to foul at low trolling speeds. 
The other is a new lighter fluid for 
starting charcoal fires in outdoor 
grills, barbecues and fireplaces. 


Mercury offers nylons 


. . « a8 a regular production option 
on all 1957 models for the balance 
of the year. Firestone 500 nylon 
whitewalls may be ordered as a fac- 
tory option at an extra charge. The 
factory suggests a list price of $64 
for both the 8.00-14 4-ply and 8.50- 
14 4-ply, and says this figure is $25 
above the suggested list price of $39 
for rayon whitewalls as a factory in- 
stalled option. 


New second-line tire 


. has been introduced by Fire- 
stone. It’s called the DeLuxe Super 
Champion. Firestone says it’s an econ- 
omy tire that’s designed to stand up 
better under high-speed driving be- 
cause of a new high-adhesion com- 
pound used in the fourth ply. As a 
result, Firestone claims the new tire 
is eight times stronger in resistance 
to tread separation. 





More methanol output 


. will be available to Commercial 
Solvents Corp. as a result of a $10- 
million plant expansion program. Part 
of the expansion, at the Sterlington, 
La., plant, will increase methanol pro- 
duction by one-third, according to 
company’s annual report. 


New Dallas branch 


. for United States Rubber Co., 
now under construction, will be 
ready this fall, replacing outgrown 
facilities at two other locations. Lo- 
cated in the Brook Hollow industrial 
district, the new quarters provide 
plenty of parking space for customers 
and employes, a mechanized ware- 
house, loading dock for 14 trucks and 
a five-car freight siding. 


Dry-charge batteries 


. . » now account for three out of 
four batteries produced by the Delco- 
Remy division of General Motors, 
Anderson, Ind. Delco plans to continue 
its aggressive advertising-merchandis- 
ing program about the dry-charge bat- 
tery, and predicts that further im- 
provements will bring greater accept- 
ance for it from both car owners 
and dealers. 


Dupont’s MOA 


. . » motor oil additive is now being 
sold by Richfield of California. Deal- 
ers are being urged to talk it up as 
a sludge preventive to oil change cus- 
tomers, to be added at the rate of one 
pint of MOA to each oil change. 
Richfield also offers merchandise 
awards for premiums earned with 
each case order for MOA. 


Tung-Sol shutdown 


. for vacations from July 3 until 
July 22 affects lamp factories only. 
Warehouses are remaining open and 
shipments to customers continue with- 
out interruption. 


Personnel .. . 





K. E. Coles is 
the new merchan- 
dising and TBA 
manager for Sup- 
ertest Petroleum 
Corp., Ltd., suc- 
ceeding G. M. 
Stambaugh, _re- 
cently promoted 
to manager of the 
Hamilton _ divi- 
sion. With Super- 
test since 1948, 

Coles has been supervisor and district 
sales manager in Toronto, Windsor 
and London divisions prior to his ap- 
pointment as assistant merchandising 
and TBA manager. During World 
War II he served four years in the 
Canadian Army. He is a graduate and 
former deputy governor of Toast 
Masters International. 





Earl B. Hath- 
away has been 
elected vice presi- 
dent in charge of 
trade sales by 
Firestone Tire & 
Rubber Co., suc- 
ceeding H. D. 
Tompkins, who 
will continue as a 
vice president of 
the company. 

Hathaway Hathaway has 
been sales manager since 1948, fol- 
lowing a career in Firestone’s sales de- 
partment that began in Chicago in 
1927. A native of Hot Springs, Ark., 
he was educated in Chicago, and holds 
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a B.S. degree in Commerce from 
Northwestern University. 


e 

William Klinger has been named to 
fill the newly created post of special 
products manager, which will take in 
TBA along with antifreeze, lube oils 
and greases. Klinger has been with 
Frontier for the past seven years, most 
recently as western division manager. 


ao 

Dr. Louis L. Hallock has been 
named assistant manager of the market 
development department of Commer- 
cial Solvents Corp. He will direct mar- 
ket development field work in auto- 
motive chemicals and other products. 
(Continued on page 146) 





New M@MTER vite-a-tine WHEEL ALIGNER 


puts your profits on the beam! 


Super-accurate light beam method for faster, easier wheel aligning! Priced to pay 
for itself quickly. In just 5 minutes, you can make a complete front end check—caster 
«..camber...turning radius...king pin inclination... wheel track...toe...center steering. 


Select the group to fit your business 
.. Save valuable floor space with a portable 


No expensive instaliction needed . 
model. Choose from sixteen models: 


SEE YOUR JOBBER or mail coupon! Make more profits faster, 
Hunter equipment! 


steadier... with easy-to-use, trouble-free 
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(Continued From Page 145) 


LOOKS BETTER * LASTS LONGER ¢ LIGHTS BETTER J. Chester Ray 


is now director of 
Steber Lighting Equipment is built with your future in mind. customer _rela- 


Weatherproof aluminum—cast, spun, sheet and extruded forms tions for the 
are used in making Steber Units as maintenance-free, durable and United States 
as good-looking as they are efficient in providing Service Stations z@ $3 Rubber Co., tire 
with improved lighting. , 2 division. He was 

= formerly execu- 

tive assistant to 

the vice president 

and general man- 

ager. During 

World War Il 

Ray was loaned to the government for 
work in the field of price regulation. 
Later he was consultant to the rubber 
branch of the War Production Board. 

. 





Write today for Steber literature. Get the details now on how 
Steber Equipment provides better, longer-lasting, low cost lighting. 


J. P. Garvin 
has been made 
All-aluminum Steber Skyliners come in 4’, a sales promotion 
8’, 12’ and 16’ basic units. Original wrap- we manager for Wil- 
around doors provide up to 60% more light lard Storage Bat- 


emitting area. Provision for mounting diviai ith 
Steberlite clusters along channel cover. tery division, wit 
headquarters at 


Cleveland. Gar- 
vin was formerly 
district sales man- 
ager in New Eng- 
land. Before join- 
ing Willard he 








Garvin 
New open type Rounded End Skyliners mount on 


straight or modern Steber Davit poles. Uses 6 or 8 was a commercial tire salsemen for 


eight-foot fluorescent lamps. General Tire Co. in Boston. 
= 
S. L. Shofner, 
former guard and 
captain of the 
Goodyear Wing- 
foots in the Na- 
fice ter a00-1900 tional Industrial 
watt incandescent or <a Basketball 
Ne 400 watt mercury 7; auf ae gf League, is now a 
HINGED . ¥ vapor lamps. . y petroleum _ sales 
POLE YI , representative in 
Steber heavy-duty ' - » the Oklahoma 
ee 20° No. 6000 porcelain . City district. F ol- 
and 24’ heights for enameled Elliptical Reflec- een ESS | lowing a period 
pep nly Amr tor with cast aluminum neck of training in his new capacity, he will 
floodlights. and mounting, Also available with % represent Goodyear in customer con- 
aluminum reflector. a 4 4 > 
FLOODLIGHT tacts with oil companies. 


BRACKETS ? bd 


' Edward R. Bartley has been named 
| 74 ™ Steber Mushroom Light for three manager of marketing research for 
ah | ee B. F. Goodrich Tire Co. A native of 
q eter. P : 

Dual Bracket 4 Bloomington, Ind., Bartley is a grad- 
, : uate of Indiana University. He joined 
0 p j . B. F. Goodrich in 1953 as a statis- 
Write for new Bulletin = tician in the business research depart- 
THB-3 ""Steber Service Station 4 ment after seven years in the market- 
Triple Bracket Lighting Equipment," new. ie ing studies department of the Eli 
aaa Lilly Pharmaceutical Co. in Indiana- 
polis. He is president-elect of the 
rf STEBER\ — map thane =e or presse of the oro ye ae 

Los Angeles 33, California etin, . During Wor ar 
STEBER MANUFACTURING CO. STEBER-WOODHOUSE LTD. he aeuah in the U.S. Coast Guard 
Dept. 88, Broadview, Illinois 33 Ingram Drive, Toronto, Canada for four years. He was separated as 
Sold Through Leading Distributors a lieutenant. x 
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Pennsylvania Petroleum 





A Good Market for Tranquilizers 


GASOLINE MARKETING problems 
—existing and threatened—were the 
big topics as Pennsylvania oil jobbers 
met at Bedford Springs for the three- 
day spring convention of Pennsylvania 
Petroleum Assn. 

Coming up under this broad head 
were margins, price wars and pro- 
posed legislation. 

On Margins—A few jobbers said 
their suppliers have hiked margins 
since the fall meeting, when there 
was plenty of talk about Phillips’ 
sliding-scale margin plan. Some in this 
group said their margins were now 
up to 3¢ gal. 

Against this, however, other job- 
bers said their suppliers hadn’t moved 
up so much as a mill. In this group, 
the low margin was put at 2.4¢ gal. 

As for action, jobbers adopted a 
floor resolution, as contrasted to a 
director-supported resolution, that 
asked low-margin suppliers to up 
margins at least to the 2.75¢ level. 
Although there was some feeling for 
letting directors study the resolution 
first, a majority of the jobbers wanted 
fast action. 

And while jobber William Morgan 
of Williamsport warned that majors 
may go to direct marketing if mar- 
gin requests get out of hand, Clint 
Elliott, National Oil Council Jobbers 
president, held the opposite view. 

“You are digging your own grave,” 
he said, “if you keep your mouth 
shut.” Elliott said he favored jobber 
margin surveys by all state groups 
and using the information to the best 
advantage. 

“The one thing oil companies don’t 
like,” he added, “is publicity.” 

The NOJC head told jobbers he 
favored price boosts at the retail level, 
with any increase being shared equi- 
tably by all segments including dealers 
and commision agents. 

Jobbers heard from a special com- 
mittee studying the Phillips sliding- 
scale margin plan that it couldn't 
make any clear-cut decision for or 
against the proposal. 

Izzy Kirschner of Philadelphia, com- 
mittee chairman, said Phillips jobbers 
themselves seem to be split on the 
merits of the plan. 

But he pointed out that jobber 
interest in what Phillips had done 
was the big reason why some sup- 
pliers had moved up on margins. 

Jobber Morgan wondered if jobbers 
weren't going after higher margins 


the wrong way. He felt the trick was 
to help majors get their full margin, 
the difference between laydown costs 
and normal dealer tankwagon prices. 
“I know that if my supplier got his 
full margin, he would want to give 
me more,” Morgan argued. 

But John H. Picou, Atlantic Re- 
fining Co.’s marketing research direc- 
tor, had the answer why suppliers 
aren’t getting their full margins. 

Speaking at the annual banquet, 
Picou said there was a definite link 
between the health of an oil market 
in any area and the economic health 
of that area. Proof, he told jobbers, 
comes from a study of marketiing 
margins over a seven-year period in 
184 markets in eastern U. S. and 
Canada. 

“No section of the eastern half 
of North America,” jobbers were told, 
“has a more depressed oil market 
than does the Keystone State. Mar- 
gins in 14 oil markets in the state 
are 11%-42% below par. And nine 
of these markets are in poor economic 


Louisiana Marketers 





Business Scene: 


WITH MORE AND MORE indus- 
tries locating along its rivers, and the 
offshore hunt for oil going full blast, 
Louisiana oil marketers have no com- 
plaints about business. Most, except 
for some in upstate rural areas, re- 
port nice gallonage and gross dollar 
sales gains. 

The Louisiana marketers, however, 
feel they still have some very press- 
ing problems, such as: 

e The shortage of good service 
station personnel. 

e Various state tax laws on petro- 
leum products. 

e What most of them consider to 
be “overbuilding” of service stations. 

e Competition from “low-price” 
private-brand jobbers. 

e Trading stamps, and other such 
“gimmicks.” 

e Certain discrepancies in mar- 
gins and commissions (particularly the 
latter). 

Out of all the above, the marketers 
who gathered for the Louisiana Oil 
Marketers Assn.’s annual meeting in 
New Orleans named the dealer and 
station attendant shortage as probably 
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health.” 

Jobbers heard him say the state 
is being outrun in the race of indus- 
trial progress, with Pennsylvania be- 
hind the rest of the country in 
population growth and manufacturing 
employment, two factors that create 
markets. 

Although the state has awakened 
to the danger, Picou said, jobbers 
could do a lot to improve conditions 
by working closely with local industrial 
development groups. 

On Price Wars—Since gasoline fair 
trading died, several local price wars 
have developed. And jobbers don’t 
want them to spread any further. 

In telegrams to majors, jobbers 
called on them to withdraw all types 
of support they are giving dealers. 
Jobbers held that price wars can’t 
exist without major-company aid. 

On Legislation—Jobbers called on 
the state’s Washington representatives 
to oppose all the Roosevelt proposals: 
H. R. 425, H. R. 426, H. R. 427, 
H. R. 428, and H. R. 432. a 


Good, But... 


their most acute problem today. 

Louisiana’s economy has grown 
tremendously in the last few years, 
mostly due to industries moving into 
the state and the offshore oil activity. 
This has helped the jobbers and 
agents do more business, but at the 
same time it has pushed labor costs 
up. The marketers now find it ex- 
tremely difficult to get station person- 
nel. 

The Louisiana marketers feel the 
dealer problem is so acute that they 
set up a committee at their meeting 
to study it. This commitee will func- 
tion for the next two years, meeting 
with supplier representatives. 

While they believe the main reason 
more men aren’t attracted to the serv- 
ice station field is because of the 
“long hours,” the LOMA committee 
hopes to sit down with suppliers and 
go over the whole station personnel 
situation. They want to find out just 
what the dealer’s problems are, then 
work with suppliers to find some pos- 
sible cures. 

Tax Bite — Taxes in tax-minded 
Louisiana always have been trouble- 
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some to oil marketers, and will likely 
continue to be. LOMA believes it has, 
however, killed a mild attempt to get 
the state’s gasoline tax kicked up from 
the present 7¢ gal. to 9¢. 

The association is now working with 
Louisiana’s revenue department in an 
attempt to stop some practices around 
the state of dumping high-grade trac- 
tor fuel (which carries a lower tax) 
into some stations. In such cases, the 
tractor fuel is mixed with gasoline, 
and retailed as gasoline. 


Another tax problem is the state’s 
tax on lubricating oils. Only one of 
two states with such a tax, Louisiana’s 
is skirted by some companies and 
consumers, who buy out of state. The 
Louisiana revenue department told 
the LOMA members it had stopped 
super-markets and the like from im- 
porting without paying the tax, but 
said it does not have the personnel or 
money to stop all consumer out-of- 
state buying. 

One LOMA member asked three 








Let us solve your pumping problems 


When you have a “liquid materials handling” problem, 
you want to be sure of selecting the best pumping equip- 
ment available for your installation. 


The Blackmer organization is ready to review your ap- 
plications and make rotary pump recommendations that 
may save you a great deal of unnecessary expense and 


headaches. 


Blackmer offers the “know how” of over 50 years of 
experience in the design, manufacture and application 
of rotary pumping equipment. Why not add this speci- 
alized experience to your own, for the best answer to 
your liquid materials handling problem. 
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Louisiana revenue members during a 
panel discussion why they couldn’t po- 
lice entrance spots on Louisiana 
highways to keep commercial accounts 
and the general public from buying 
several cases of oil in Texas and other 
bordering states. 

“We couldn’t stop them because we 
couldn’t afford to put enough checkers 
on the highways,” one of the state 
men said. “I doubt we could even 
scare them. Back during prohibition 
days we tried to stop ‘boot-legging’ 
that way and we didn’t really scare 
anybody.” 

Old Favorites—The other problems 
the Louisiana marketers talked about 
during their meeting were universal 
ones, and nobody was able to offer 
any bright solutions. 

Most all of the jobbers and agents 
blamed suppliers for building too 
many and too expensive service sta- 
tions. As for competition from low- 
price private branders, the LOMA 
men said they still believe the major 
companies can cure that problem for 
them. 

“As long as the majors are willing 
to sell these big-volume jobbers at 
cheap prices, they will give us trouble,” 
said W. W. Newcomer of Lake 
Charles. He claimed such independents 
as Site and Billups were buying from 
majors in his area. 

LOMA passed a resolution urging 
some type of legislation to outlaw 
trading stamps, but since new bills 
cannot be introduced in Louisiana’s 
legislature until next year (unless a 
special session is called), they have 
little hope of securing any anti-stamp 
measures this year. 

The association does plan to work 
on introducing legislation as soon as 
possible to get the state’s laws 
changed so they can pay state taxes 
on gasoline to the state, rather than 
at the time of purchase to their sup- 
pliers. At present, Louisiana law says 
the manufacturer or importer of 
petroleum products remits the taxes 
to the state. 

Margin Talk — One highlight of 
the LOMA meeting was an open dis- 
cussion on margins and commissions. 

Harry Huber, Shell jobber of Lake 
Charles, conducted a study of just 
what suppliers pay their jobbers and 
agents. He wrote the 12 companies 
operating in Louisiana, got replies 
from 10 of them. Of the 10 replies, 
he termed two of them “partial” re- 
plies. 

His report showed most jobbers in 
Louisiana are now getting base mar- 
gins of 3.75¢ and 3.25¢. He found 
considerable discrepancies, however, 
in the commissions paid by suppliers 
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to agents. His study also may have 
encouraged increases in some cases, 
since at least one company raised its 
premium margin to jobbers from 
3.5¢ to 3.75¢ during the course of his 
study. a 


Greater Philadelphia 
Fuel Conference 


Sharpen Up Credit 


FUEL OIL distributors in Philadel- 
phia should be doing some deep 
thinking on upgrading their credit and 
collection programs. 

That’s the prescription of a panel 
of credit men at Greater Philadelphia 
Fuel Conference’s annual meeting. 

They heard Stanley Mann, vice 
president of Keystone Coal & Wood 
Co., say that less than 20% of them 
have any clear-cut credit checking 
program that makes use of any of 
the two big credit clearing houses in 
the city. 

Frank L. Jacobsen, auditor of 
Philadelphia Coke Co., told oil men, 
“We attempt to pass on credit without 
any credit records. We must not be 
satisfied with our own opinion of our 
customers.” 

Poor credit-collection policies make 
it harder for distributors to show a 
profit, according to William Stockton, 
credit manager for Atlantic Refining 
Co. With too much tied up in ac- 
counts receivable, Stockton says, they 
can’t take advantage of the 2¢ gal. 
cash discount for prompt payment, 
which adds up to $1,200 a year— 
$100 per month—on each million 
gallons. a 


Pacific Coast OHI 


How to Fight Back 


COMPETITION from other fuels 
was on the minds of many Pacific 
Northwest heating oil distributors at 
the Portland, Ore., convention of Pa- 
cific Coast Distribution Division, Oil- 
Heat Institute of America. 

Natural gas competition was the 
subject of several speakers, including 
Charles H. Burkhardt, national sec- 
retary of the division, and Fred C. 
Burroughs, associate director of Oil 
Heating Market Reports. But electric 
home heating also interested oil men. 

They have lived with electric heat 
longer than they have lived with 
natural gas. And they see electric 
heating growing in the area. 

Wilbur A. Dexheimer, U.S. com- 
missioner of reclamation, told them 
it’s possible Interior Dept. will rec- 











ommend a 690-ft. multi-purpose dam 
in Snake River. 

Such a dam, oil men say, will boost 
the area’s electricity generating capa- 
city to result in more electrically 
heated homes. 

They heard Carrol C. Brissenden of 
Portland General Electric Co. say 
that though only 300,000 homes were 
electrically heated nation-wide at the 
end of last year, the number will go 
up to 560,000 by °60 and will reach 
1.85-million by 65. 


Associations 


One way of meeting competition 
from other fuels, according to Scott 
Partridge of J. H. Sanburg Furnace 
Co., Portland, is to beef up service 
department operations. 

Only 35% of the heating oil dis- 
tributors in the area, he said, have 
service departments, compared with 
68% nationally. Because of this, oil 
men in the area get only 1% of the 
consumer’s oil heat dollar for service, 
whereas the national figure is 4%. @ 

(Continued on page 150) 
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Gasoline Pump Manufacturers 





What's Ahead in Gasolines 


A PANEL OF EXPERTS at the Gas- 
oline Pump Manufacturers Assn. con- 
vention told the pump makers to watch 
out for these developments in gas- 
olines: 

¢ Leveling-off in volatility; 

© Continued climb in octanes; 

e More use of additives. 

Members attending the meeting at 
White Sulphur Springs, W. Va., heard 
A. L. Brodie of The Texas Co. pre- 
dict an octane rise to perhaps 105-107 
by 1961. He believes the rise in anti- 
knock quality will have to come from 
blending more aromatic fractions into 
future premium fuels. Since the aro- 
matics are not a highly volatile group, 
there’s no reason to expect vapor pres- 
sure problems, Brodie said. 

R. O. Bender, assistant director of 
DuPont’s _ petroleum laboratory, 
spelled out the trend this way: “We 
expect that in two or three years the 
average premium or super-premium 
will contain between 30% and 50% of 
aromatics and between 0% and 20% 
of olefins.” 

New additives are likely to appear 
to combat combustion chamber de- 
posits brought about by the higher per- 
centage of aromatics, Brodie said. 

The third panel member, Ethyl 
Corp.’s M. A. Remondino, looks for 
more use of “deposit modifier” ad- 
ditives. Reason: surface ignition from 
engine deposits increases with higher 
horsepower and slow city driving. 

Trouble Coming? None of the 18 
chemical additives now in use are 
known to cause injury to pump parts, 
said Bender. Some are comparatively 
new, however, and Bender suggests 
tests to make sure they’re harmless. 

Aromatics, on the other hand, have 
a larger effect on pump hose, gaskets, 
diaphragms and similar parts, Bender 
said. He advised pump makers to 
watch for new fuel blends and test 
them as they appear. 

During floor discussion, panelists 
said neither aromatics nor anti-stall 
additives would be apt to reduce gas- 
oline lubricity. One member observed 
that nylon pump parts seem to be 
adversely affected by water in fuel; 
another added that similar meter parts 
are also affected. 

One member asked if the associa- 
tion could arrange a single test of new 
fuels for the benefit of all. GPMA 
managing director G. Theon Wright 
explained that no oil company will 
divulge the nature of any new fuel in 
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advance—but added that a liaison 
group will study this and other phases 
of oil company and auto maker rela- 
tions. He said one solution might be 
to submit a list of materials for testing 
in oil company laboratories. 

Sales and Profits—Pump sales in 
1956 were 26% above 1955, said Dr. 
Henry Bund, Research Institute of 
America, Inc.—but profits were only 
12% better. Main reason, he said, 
was overtime pay due to uneven vol- 


Tennessee Oil Men 





ume flow. He predicts a 5%-8% 
decline this year, excluding “special” 
pumps. 

Pricing Problems—Members were 
advised to make sure no discrimina- 
tion creeps into pricing policies. War- 
ren Woods, association counsel, said 
many discrimination actions are now 
under way in courts and the Federal 
Trade Commission. 

Woods added: “Courts have finally 
come around to a realistic recognition 
of the proper role of a trade associa- 
tion acting as a clearing house for 
information to prevent rash actions 
that might, for example, lead to dis- 
crimination.” w 


Sen. Kefauver Gets the Word 


TENNESSEE JOBBERS had a chance 
many oil men have wished for, at 
their May convention in Knoxville. 
Sen. Estes Kefauver (D., Tenn.) was 
there to hear exactly what they 
thought of S-11, his “anti-good-faith” 
bill. Tennessee Oil Men’s Assn. mem- 
bers told him—and it was evidently 
an uncomfortable experience for the 
senator, especially on his own home 
ground. 

In explaining and defending his bill, 
Kefauver said he knew that TOMA 
fears its passage might make refiner- 
ies deal directly with retailers. 

Murfreesboro jobber Carlisle Jen- 
nings drew applause with his reply 
that “we need more protection from 
the Supreme Court than from the 
oil companies.” This apparently re- 
ferred to fears that the “vague” 
language of S-11 might give the 
courts room to rule against the job- 
bers’ interests while clarifying the law. 

Kefauver challenged the opinions 
of several jobbers who said the bill 
would affect jobbers operating only in 
one state because their products are 
considered to be in interstate com- 
merce. 

B. T. Willey of Continental Oil Co., 
a guest at the meeting, asserted that 
jobbers are now really independent of 
their suppliers, and that “we want to 
keep our jobbers in business.” This 
contradicted some of Kefauver’s 
statements. The senator, evidently un- 
familiar with Continental Oil, asked 
Willey what company Conoco was a 
subsidiary of. 

TOMA voted to set up a retailers’ 
division, to establish close liaison 
with the Retail Service Station Assn. 


of Tennessee. The purpose is to try 
to solve common problems within the 
industry rather than in the legisla- 
ture. 

The division, if ratified by the re- 
tailers as expected, will consist of the 
ten top officials of the retailer group. 
They will vote on ratification at their 
convention in August. 

TOMA also heard T. R. Petty, state 
supervisor of distributive education, 
speak on DE as a solution to the man- 
power problem. The association then 
voted unanimously to establish an ad- 
visory committee to work with Petty 
on a statewide long-range program. 
The committee, still to be appointed, 
will consist of two jobbers, two 
major-company representatives, and 
one dealer. 

Louis Wilkie of Phillips Petroleum 
Co. spoke on jobber contracts and 
called for greater jobber-supplier co- 
operation. e 


North Carolina Jobbers 


Two Tough Ones 


TOBACCO-CURING and the uncer- 
tainty of Federal highway routes are 
causing many North Carolina jobbers 
to scratch their heads. On the whole, 
they talked of good business and good 
times at the spring meeting of the 
North Carolina Oil Jobbers Assn. at 
the Carolina Hotel, Pinehurst in May; 
but those two problems stood out. 
In tobacco-curing there’s a dual 
problem: increased competition from 
LPG and the threat of a small crop 
that will shrink the demand for kero- 
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sine and burning oils. 

The highway program baffles the 
jobbers because so far the informa- 
tion has been meager. The associa- 
tion’s highway committee reported 
that it is in touch with highway en- 
gineers “and others who are ‘in the 
know.’” Cautioning that the public’s 
buying habits are hard to predict, 
the committee advised jobbers to re- 
view station site-picking thoroughly 
“before investing the kind of money 
it takes today.” 

Esso’s experiment of sitting down 
with jobbers and talking over mutual 
problems if off to a good start in 
North Carolina. Esso officials spend 
several hours with association repre- 
sentatives; and now the association 
reports a better understanding of mar- 
keting practices both of the company 
and the jobber segment. The associa- 
tion thinks so well of it that it passed 
a resolution urging all supplying com- 
panies to do the same thing. 

The only other resolution asked 
that the recent gasoline margin in- 
crease be extended to fuel oil and 
kerosine and that it be 0.5¢ gal. for 
all products, not just 0.25¢ that was 
given on gasoline. 

Discussions—This year’s program 
featured two panel discussions: one 
on fuel oil problems in North Caro- 
lina and the other on jobber-supplier 
realtions (See p 5 and p 120). 

Membership hit 500 for the first 
time, a net increase of 15. That in- 
cludes consignees, equipment men, 
transporters and suppliers as well as 
jobbers. 

Diversions—On the social side — 
and that’s important at Pinehurst— 
jobbers took a few bucks away from 
their suppliers on- the golf courses 

. and vice versa, but less so. A 
square dance was staged the first 
night, with the band supplied by 
Hartol Petroleum Co. 

Capping the meeting was a lawn 
party given by Socony Mobil. 

Don Ward, new association secre- 
tary, was in complete charge of the 
program for the first time and did it 
up with ribbons. a 


Empire State 


How About It? 


NEW YORK JOBBERS are on the 
warpath. They want a better deal on 
commercial accounts. They want a 
bigger allowance for collecting state 
gasoline taxes. 

And at Empire State Petroleum 
Assn.’s spring meeting at Buffalo, they 
adopted resolutions saying so. 

Major-company statements about 








not competing with jobbers on com- 
mercial accounts are “hogwash,” the 
jobbers griped. They want “preferen- 
tial treatment” on this type of account 
because they provide continuity of 
sales for a supplier without competi- 
tive bidding. They stated this in a 
resolution amended to include fuel 
and diesel oils as well as gasoline. 

The jobbers also asked state offi- 
cials to consider hiking the gasoline 
tax collection allowance to 2%. The 
1% they get now is “completely in- 


Now, at really low cost, you can ™ 
attract and equip profitable 
consumer-commercial accounts 
with a fuel* pump having 
important advantages found only in 
high priced pumps. 


Behind all the “new look” beauty 
and big easy-to-read ROLLER 
REGISTER is the famous 14 g.p.m. 
MILLION-PROOF belt driven 
pumping unit . . . and the accurate 
lifetime bronze meter . . . all 
guaranteeing maximum service, 
satisfaction, and absolute 
minimum of attention. 


Let us ship you a pump today so 
you can see first hand how the 
STARLINER, economically and 
without compromise, fills 

your consumer-commercial pump 
requirements to perfection. 


Anyway you look at it. . . inside 
or out... at any price... you 
will find GASBOY Starliners your 
best buy! 


Gashoy Sorhner 
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adequate to cover additional costs of 
collection,” they said. 

This is an aggressive step for the 
Empire State group. In recent years 
they’ve been defending the 1% allow- 
ance against a threatened cut to 0.5%. 

In other resolutions, the jobbers 
reaffirmed opposition to S-11 and oil 
import limitations. 

Good News — Chances are bright 
that some of the bookwork connected 
with state weight-distance reports may 
be lessened, reported jobber George 
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Right on Schedule! we oeuver 


KELLOGG-AMERICAN COMPRESSORS 
WHEN YOU NEED 'EM! NOT LATE, 
WHEN THEY MIGHT HOLD UP YOUR JOB 
... AND NOT TOO EARLY, EITHER, WHEN 
THEY MIGHT GET DAMAGED SITTING 
AROUND IN THE WEATHER! 





a the order calls for air compressors, 


it’s to your advantage to buy through your 
local Kellogg-American distributor. He 
specializes in meeting the needs of the 
petroleum industry. He offers you one 
source of supply for many of your pur- 


chases, 


and stocks units to individual oil 


company specifications. You'll find him 
listed in your classified telephone direc- 
tory. Call him today. 


Lestioess Sisecsasven / 


Om fQuIPMmEn®T 


Kello ag-A 
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Brake Shoe 


KELLOGG DIVISION » ROCHESTER, N. Y. 


A-3534 


merican 








Savory of Binghamton. At present 
jobbers must file monthly reports or 
get special permission to file quarterly. 
They'd prefer something on a once- 
a-year basis. 

ESPA members are also thinking 
about setting up a state-wide credit 
division. It wouldn’t be a clearing 
house for checking credit references, 
but it would give jobbers’ credit man- 
agers a place to check credit condi- 
tions beyond their own operations. 
They'd meet quarterly to hear experts 
give the national picture in detail. A 
further report is due at the next 
board meeting. 

Headaches—Some jobbers are hav- 
ing third-grade troubles. One says his 
dealers who don’t have super-premium 
are complaining about lost business— 
but with installation costs over $1,000 
per station, he’s running low on capi- 
tal to set them up. This jobber asked 
ESPA’s help in lining up financial 
aid from third-grade suppliers, but 
his idea failed to gain support. 

Some jobbers said it would take 
a financial push from their suppliers 
to get them on the third-grade band- 
wagon at all. But at least one, assured 
of financial help, says he’d rather go 
third-grade on his own. eg 


Indiana Independent 


It's Research Time 


HOOSIER JOBBERS were concentrat- 
ing on the affirmative side at their 
May convention in French Lick, de- 
spite a messy price situation in the 
state. 

The members of the Indiana In- 
dependent Petroleum Assn. heard 
Harry E. Bodine of the state high- 
way department assure them that 
Indiana would not go into competi- 
tion with any industry on limited 
access highways. That means, Bodine 
indicated, that the state will not par- 
ticipate in any real estate deals, or 
build stations for leasing to indivi- 
duals. It will do everything possible, 
he said, to assure everyone of an 
equal opportunity to merchandise 
gasoline. 

Also on the positive side, the ITPA 
board of directors voted to contrib- 
ute $500 a year toward setting up 
a research foundation at Indiana 
University. It will be devoted exclu- 
sively to studying the problems of 
the petroleum jobber. 

Association secretary Steve Fleener 
reports that the foundation will be 
a $15,000 a year project—if other 
groups follow the lead of ITPA. “We 
hope it will be quite a thing,” he 
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says. “There’s no place to go to find 4 2 U = - a Ee. 
information now, in Indiana or any- 
place else so far as we know.” 
One reason for price troubles in | ON PUMPING 
Indiana, the Hoosiers believe, is the <n 
fact that the state gasoline tax was | é, 
recently raised to 6¢ gal. That’s higher | 
than the tax in the neighboring states 
of Illinois and Ohio, and border 
jobbrs have suffered. Plain old price 
wars made their appearance recently 
in Indianapolis and Muncie, too. 
That’s why Indiana jobbers are tell- 
ing this story: one of them was at 
a station when a motorist drove up 
and asked for a tankful of gasoline. 
The dealer said, “How about buying 
two gal. from me, two from Joe 
and the rest from Bill? They’ve got 
the next two stations up the street. 
That way none of us will lose any 
more than the others at the price 
we're giving.” 





New Jersey Fuel Oil 





Wanted: More Push 


HEATING OIL distributors in the 
Garden State must do more than they 
have been doing the past three years 

‘ to promote oil heat—and they should 
kick in with more money and more 
ideas to do the job right. 

Oil men at the annual convention 
of Fuel Oil Distributors Assn. of New 
Jersey got this jolt from panel mem- 
bers talking up oil-heat promotion. 

They heard one of their colleagues, 
Bob Crane, tell them too many think When you compare the Motorpump with any other pump 


oil-heat promotion ends with their ... feature by feature . .. size by size . . . you'll quickly see 


own company and brand-name adver- hap , eas : tne? 
tiene. Crane, who is chairman of Oil why it is out in front for all liquid handling applications. 


Heat Council of New Jersey, the in- Installing it gives you proof. For one thing, you'll generally 
dustry’s oil-heat promotion agency, find you can use a smaller Motorpump to do the work 


advised them that it’s got to be done ' 
Ge: aie fnatitutional rest assigned to pumps of larger horsepower. So costs are lower. 


And in addition to money, Crane ® Moreover, Motorpumps are so compact and effi- 


cree jie oon te OU ee ciently designed that you save space and reduce 


G. Ellsworth Harris, OHC’s adver- power consumption. Installation is also simplified 
tising consultant, took up where Crane because they can be mounted in any position — on 
left off. Last year’s campaign, he said, floor, wall or equipment—with no foundation needed! 
was supported by fewer oil companies 
than other campaigns, although it Get to know the I-R Motorpump line— 


raised more money for more bill- ranging in size from % to 75 hp, 5 to 


boards than other drives. But still, : 
Harris pointed out, seven of the state’s 2800 gpm with heads to 650 feet. 


21 counties went without oil-heat ad- Send for latest bulletin giving full data 


vertising because of a lack of support needed to choose a Motorpump 
from oil men in those areas. : 


Oil men heard from Bob Gray, di- 
rector of Oil Heating Market Reports, 
that their contributions — $150 per 
million gallons—were on the low side R In ersoll-Ran 
compared with OHMR’s formula of : pen aany. 
$250 per million gallons and with rips " ee 
higher scales in other market areas. 
But he cailed it an improvement over 
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BOWSER 1-2-3 HOSE ACTION... =: 


ROLLS OUT HOLDS EASY ROLLS IN 


Only Bowser has patented, positive-acting Rol-Way 











hose snubbers in 2-car and single dispensers and re- 








mote pumping system pedestals. Hose rolls out easily 
to length needed . . . snubber locks hose in position 
when extended ... . hose automatically retracts when 
nozzle is returned to holder. 





THE BOWSER SNUBBER STOPS C YS) 


Bowser Rol-Way snubber permits easy drape of 
hose length needed . . . no tension or kinking... . 
and no pull or strain on attendant. Marketers 
expect more from Bowser . . . and get it! 


See your Bowser Man or Write 


CREIGHTON AVE., FORT WAYNE, INDIANA 
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the $100-per-million-gallon figure that 
was first used. 

Distributors heard some good news, 
too. Crane and Gray told them plans 
are now in the works to co-operate 
with other oil-heat groups in the 
Greater New York area to use the 
higher-priced city media—newspapers 
and radio stations—to boost oil heat’s 
acceptance. 


Virginia Jobbers 





Falling Barometer 


A RAINY SPRING dampened spirits 
slightly at the recent annual meeting 
of the Virginia Petroleum Jobbers 
Assn. Among other things, the 
weather in March had caused a de- 
cline in the consumption of gasoline 
—the first time Virginia consumption 
had dropped below the same month 
of the previous year. 

The decline measured 1%. But con- 
sumption of gasoline for the first quar- 
ter as a whole was up 3%. 

An additional cause for gloom was 
a bad price situation in the Norfolk- 
Portsmouth area. The jobbers claim 
it was started last fall by a supplier 
who reduced the price at his salary- 
operated stations. And jobbers in the 
area are almost permanently un- 
happy about the 18-million gal. a 
year they say they lose to post ex- 
change sales at the nearby Navy 
installations. 

The Virginians reaffirmed their op- 
position to S-11, the anti-good faith 
bill, at their business session. They 
also heard D. B. Fugate, assistant 
chief engineer of the state highway 
department, tell how bypasses not only 
won’t hurt towns, but may even build 
business in them. 

VPMA also planned its first man- 
agement insittute, coming up this 
summer, and welcomed eight new 
members. F, C. Moore was re-elected 
president. Ld 


NPN’s ‘57 FACTBOOK 





Has Been Sold Out 





Reprints of the TBA and Equipment 
directories will be available soon. 
For information, write: 
Reader Service Dept. 
National Petroleum News 
330 West 42nd Street 
New York 36, New York 











“NEWTYPE” 


TANK CAR-TANK TRUCK 
GASOLINE HOSE 


“Newtype”’ is de- 
signed to assure lower 
costs for gasoline un- 
loading, from tank car 
or truck, by providing 
maximum service ef- 
ficiency . . . easier 
handling and fast, un- 
restricted flow. 





“Newtype” is really kinkproof, with its tightly braided, wire-reinforced 
carcass retaining full inside diameter even on sharp bends. The tough, 
durable brown cover, with yellow identification stripe, is highly resistant 
to abrasion and weather. It is a quality hose, in every detail, with reli- 
ability demonstrated through years of service to the Petroleum Industry. 
Sizes: 1%" to 4", in maximum lengths of 50 feet. 


“If it’s GOODALL, it MUST be Good!” 
Contact Our Nearest Branch for Details and Prices 


Standard of Quality—Since 1870 


GOODAL 


HOSE - BELTING - FOOTWEAR + CLOTHING 
AND OTHER INDUSTRIAL RUBBER PRODUCTS 


GENERAL OFFICES, MILLS and EXPORT DIVISION, TRENTON, N. J. 
Branches and Distributors Throughout the United Stetes and in Canada 
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Oil Wins Three-Point Victory 


You'll find it easier and less costly to do business now that 
the National Conference on Weights and Measures 


has voted to: 


1 Eliminate requirement for visi-gages 
on gasoline pumps 


2 Allow accumulative ticket printers, or 
zero-set meters, on fuel oil trucks 


3 Temporarily allow the use of vapor return 


lines on LPG trucks 


THOSE ACTIONS at the forty-second annual 
conference virtually assure that most state regula- 
tions will be changed accordingly. Some 30 states 
use the Conference handbook for weights and 
measures enforcement, while most others use it as a 
guide. 

And most members of the conference are state 
officials who handle weights and measures regula- 
tions. This makes the Conference a direct sounding 
board of state thinking. 

New Pump Designs?—Elimination of the visi- 
gage may bring some major changes in pump de- 
signs. That’s the thinking of at least one pump com- 
pany. The visi-gage has been a bottleneck in the 
planning of some manufacturers. 


But these changes won’t show up immediately. 
Most pump companies have substantial inventories 
of components and finished pumps. They estimate 
it will be six months to a year before they begin 
producing new pumps without the gages. It’s doubt- 
ful that pump prices will go down. Manufacturers 
are studying this. They estimate it costs about $7- 
$8 per pump for a visi-gage. 

Marketers will probably continue maintaining the 
gages in present pumps. Operations men surveyed 
by NPN think it will be cheaper to do this than to 
remove them. 

Long-Term Savings High—Over the long pull, 
marketers will save a lot of money. Maintenance 
costs for the gages are estimated at $700,000-$800,- 
000 a year. 

The vote to eliminate the gages was 64-41. But 
some states (North Carolina for one) will continue 
to require them. “The computer jump,” says a 
state official, “is not adequate” evidence that a 
pump is operating properly. This could cause prob- 
lems for the pump manufacturers if several other 
states decide to require gages despite the confer- 
ence. 


The visi-gage was adopted about 30 years ago to 
give customers visible evidence that gasoline was 
actually flowing through the pumps. Today, it’s not 
necessary because computer figures are the custo- 
mer’s evidence. And most marketers say the “com- 
puter jump” is a more accurate check than a visi- 
gage. 

A similar measure to do away with the gage was 
defeated at last year’s conference—largely because 
of opposition headed by J. T. Kennedy, chief of 
weights, measures and markets in the District of 
Columbia. This year Kennedy had a change of 
heart. He said, after conducting a private investiga- 
tion, that customers pay little or no attention to 
visi-gages. 

Oil men have conducted a grass-roots campaign 
during the last year to do away with the gage. Prime 
movers in the campaign were: Kenneth W. Birkin, 
of Sinclair, chairman of the weights and measures 
committee of American Petroleum Institute, and G. 
Theon Wright, managing director of the Gasoline 
Pump Manufacturers Assn. 

Meter Threat Ends—The Conference had been 
on record since about 1935 as favoring zero-set 
meters exclusively. But it was never rigidly en- 
forced. As a result, accumulative meters were 
widely used. 

However, a few states—mainly Virginia—began 
enforcing the regulation calling for zero-set meters. 
That brought things to a head, 


Some marketers estimated it would cost the in- 
dustry as much as $15-million to shift to zero-set 
meters. One company said its costs would run 
$570,000. The zero-set meters cost about $250 
each. 

Primary objection to accumulative printers has 
been that they force customers to subtract two 
numbers on the delivery ticket to find out the 

(Continued on page 159) 
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PRE ADOBE 


Gg to Series and PROFIT 


Turnpike, toll road, expressway, thru-way... whatever you call 
them, the new super-super-highways present both problems and 
opportunities. 

Location leases come high. So does traffic volume. Your problem 
is to attract your share—and more—of this traffic. LUSTERLITE 
Porcelain Enameled Service Stations—clean, bright, modern—will 
sell more at these high-traffic locations. And they build good will 
that pays off in increased sales for your other locations. 

LUSTERLITE Service Stations give you all this—plus thrifty 
maintenance. You need never repaint your LUSTERLITE Stations. 


For prestige and profit over many, many years... 
learn about LUSTERLITE Porcelain Enameled Service Stations. Write... 


CHICAGO VITREOUS CORPORATION « CICERO 50, ILLINOIS 


USTERLIT 


PORCELAIN ENAMELED SERVICE STATIONS 





AMAZON OIL TRANSPORT HOSE 








TANKER BREAKS LOOSE ...°U. S.” Hose holds on 


Helplessly, the big tanker drifted away from the pier. She 
had slipped her moorings. Her sole connections with the 
shore were two lines of U. S. Amazon® Oil Transport Hose, 
one forward, one aft. 

As the heavy, sluggish tanker edged further out, tremen- 
dous strain began to build up on the two hose, each consist- 
ing of two 25-foot lengths. But U. S. Amazon Hose held. 

Soon each 50-foot line of hose was, as the picture above 
indicates, stretched like a rubber band—in fact, stretched 
out to 114 feet, over twice its normal length. 

But U. 8. Amazon Hose held — 

When the tanker was brought back to the pier, astounded 
engineers removed the hose and tested it to 200 Ibs. pressure. 


Mechanical Goods Division 


No leakage or other damage was found. Most amazing of all, 
each of these stretched and strained lengths recovered all 
but one foot of its original length. 

This totally unexpected use of U. S. Amazon Hose as a 
hawser is a dramatic example of the value of “U. S.” wire 
cord construction — which can take more longitudinal abuse 
or other deformations than conventional woven duck hose. 

U. S. Amazon H-1515 is recommended for discharge — 
H-1818 for both suction and discharge service. 

A complete selection of dock hose is available at any of 
the 28 “U. S.” District Sales Offices, or write us at Rockefeller 
Center, New York 20, N. Y. In Canada, Dominion Rubber 
Co., Ltd. 








(Continued from page 156) 

gallonage received. This isn’t necessary with zero- 
set meters. The conference’s action now makes it 
possible for marketers to use either kind. 


Door Left Open—While the conference voted 
to withhold a current regulation that forbids use of 
vapor return lines for tank truck deliveries of 
liquefied petroleum gas, the door was left open for 
future enforcement. That will come “when it has 
been demonstrated that deliveries of LPG can suc- 
cessfully be made without vapor return lines and 


Equipment 


without unreasonable hardship to buyer or seller.” 

The conference has objected to use of vapor re- 
turn lines on the grounds that a supplier is able to 
recapture from 2%-3% of a delivery. 

Tank truck operators say they need the return 
vapor to keep pressure equalized and insure a fast 
flow of liquid. Elimination of the lines, they say, 
would require heavier duty pumps or slower de- 
liveries. 

The Bureau of Standards is currently conducting 
tests to see if alternate methods can be developed. & 


What's New in Equipment .. . 





Tow unit 


. . » bridges the divided bumpers used 
on some 1957 cars. Called the Watson 
Bumper Adapter, it is intended as an 
accessory for the manufacturer’s Tow- 
boy standard cradle and is said to 
make possible, safe, high-speed towing 
of late model cars with front or rear 
wheels off the ground. Said to be 
shaped and cushioned to clear and 
protect grill work. Price $15. H. S. 
Watson Co., 1316 67th St., Emery- 
ville 8, Calif. 


Circle No. 1 on coupon 


Threadless fittings 


. . . are factory-assembled, ready for 
use in joining steel, wrought iron or 
plastic pipe without threading, groov- 
ing, flaring, soldering or welding. 
Brass clutch ring with internal serra- 
tions grip the pipe wall as fitting nut 
is tightened. At the same time, a 
neoprene gasket is compressed 
against the pipe wall. Claimed to with- 
stand traction forces up to 3600 Ibs. 
and pressure ranging from 450 psi on 
2-in. pipe to 5,000 psi on %2-in. pipe. 
Telsco Fittings division, 5422 Red- 
field St., Dallas, Tex. 


Circle No. 2 on coupon 


Credit card punching 


. at the service station can be per- 
formed on a new device for coding 
invoice carbons with customer’s and 
dealer’s identification numbers. Ac- 
cording to the manufacturer, station 
operators use a master guide card to 
pre-punch invoices with dealer identi- 
fication. Customer identification is 
added by a second punching operation 
when the sale is made, using the cus- 
tomer’s key-punched card as a guide. 
John J. Ahrin Associates, P. O. Box 
26, Haverford, Pa. 


Circle No. 3 on coupon 


Cone top cans 


. ». are now available in six new sizes, 
suitable for lighter fluid, brake fluid, 
cleaner fluid, car wash, additives, and 
other automotive products. Capacities 
range from four fluid oz. up to 33.5 
fluid oz. Continental Can Co., 100 E. 
42nd St., New York 17, N. Y. 


Circle No. 4 on coupon 


Trickle charger 


. . . has been newly designed to pro- 
vide a low cost unit with continuous 
adjustment range of 50 to 200 milli- 
amp. Includes a meter to indicate 





® Readers’ Information Service 
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e FOR FURTHER INFORMATION 


On equipment or literature described in this issue: CIRCLE THE NUMBER 
below. Fill in the reply coupon, clip and mail to 


330 W. 42nd St., New York 36, N. Y. 
Your Inquiry will be forwarded to the manufacturer. Void after Oct., 1957 
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Equipment 


charging rate. Output is fused to pro- 
tect charger components. Output volt- 
ages are 12 to 24 volts DC; input, 
1100 to 120 volts, 60 cycles. Full 
wave selenium rectifier circuit is pro- 
vided. Automatic Switch Co., Florham 
Park, N. J. 

Circle No. 5 on coupon, page 159 


Jet fuel pump 


. is a newly designed submersible 
motor and pump for handling both 
aviation jet fuel and gasoline from 


underground storage without any 
above-ground installation or  struc- 
tures. Advantages claimed are: no 
priming; no vapor locks; no stuffing 
boxes; no explosion hazards; and no 
horsepower or pressure limitations. 
Reda Pump Co., Bartlesville, Okla. 


Circle No. 6 on coupon, page 159 


Aluminum grating 


. . . Known as Type RR, rectangular- 
riveted, is said to remain structurally 
rigid regardless of cutouts in any part 








TOKHEIM 
HAND 





“— 688-M === 


high-vacuum 
PUMPS 





Create a whole new check- 


list of | features for 


hand pump buyers! 


Die-cast aluminum alloy housing— 
corrosion-resistant inside and out 


| 


” Automatic shut-off nozzle 
as standard 


| 4 Detachable, self-venting 
bung adapter 


Flexible, synthetic rubber suction hose 
Built-in strainer screen 


| 4 Non-drip spout on container 
filler model 


| a Double-action pumping— 
20 gals. per 100 strokes 


| 4 Flexible, synthetic diaphragm 
| 4 Self-priming—no foot valve 


This 688-M series has more and better 


features than many pumps selling at a 


higher price. Same stainless steel valves, 


“Model 688-M7 
with discharge 
hose. Container 

Filler Model 
688-M15 has 


non-drip spout. or your custo 


rugged housing, as the standard 688 pumps, plus 
flexible suction hose and discharge components 
outlined above. Faster, easier installation—minimum 
maintenance. An outstanding value for you— 


mers. See your Tokheim representative 


or write the factory about new 688-M! 


crane 


General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
1650 Wabash Ave. SINCE 1901 


Fort Wayne 1, ind. 





Subsidiaries: Tokheim N.V., Leiden, Holiand—GenPro, inc., Shelbyville, Ind. 
Factory Branch: 475 Ninth Street, San Francises 3, California 
in Canada: Tokheim-Reeder Ltd., 205 Yonge Street, Toronto, Ont, 





of the panel. Its 79%-clear opening 
reduces possibility of dirt, oil or scum 
accumulating in corners, as com- 
pared to older riveted angular pattern 
types. Easy to clean and offers great 
durability under severe load. Klemp 
Metal Grating Corp., 6608 S. Melvina 
Ave., Chicago 38, Iil. 

Circle No. 7 on coupon, page 159 


A 


Static grounding reel 


. eliminates the need for dangling 
or improvised grounding cables. De- 
signed especially for tank truck mount- 
ing. Manufacturer claims grounding 
cable can be pulled out quickly, will 
lock automatically at the desired 
length, and can be fed back into the 
reel rapidly with a flick of the wrist. 
Has a rubber-jacketed, heavy-duty al- 
ligator clip and a cable of steel strands 
with crack-proof plastic covering in 
either 20’ or 45’ lengths. Cordomatic 
division, Vacuum Cleaner Corp. of 
America, 5600 Greene, Philadelphia, 
Pa. 

Circle No. 8 on coupon, page 159 


Tester flashlight 


. consists of a heavy-duty Ray-O- 
Vac Workman flashlight with special 
end cap. An attachable test unit can 
be plugged into the end cap. Spring 
clips at the ends of tester leads may 
be attached to any electrical circuit. 
Circuit breaks will be indicated by 
failure of the flashlight to light. Retail 
price $6.75. Ray-O-Vac Co., 212 E. 
Washington St., Madison 10, Wis. 

Circle No. 9 on coupon, page 159 
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Oscilloscope tester 


. . . Known as the Sun Scope Model 
SS, is claimed to. be easy to operate 
because of a simplified method of pat- 
tern interpretation. May be adapted 
to portable use; powered from a vehi- 
cle battery through any 100-watt in- 
verter. Sun Electric Corp., Chicago 
13, il. 

Circle No. 10 on coupon, page 159 


Drum head cutter 


. needs no electrical outlets or air 


Equipment Jobber Group Clears the Air 


IN A CONCRETE expression of its 
aims and purposes, National Assn. of 
Oil Equipment Jobbers has issued a 
policy statement. Says NAOEJ: 

“It shall not be the purpose of the 
association to interfere with the man- 
ner in which any individual company, 
or group of companies, conducts its 
sales program, pricing practices, or 
relations with other firms in the in- 
dustry.” 

The statement forms part of a new 
definition of policy suggested by as- 
sociation president W. E. Marshall, 
Jr., Equipment Sales Co., Atlanta, Ga. 
It was endorsed unanimously by the 


board of directors at their meeting in 
Chicago. 

Chief objective of the group, says 
the statement, shall be to help mem- 
bers with internal management prob- 
lems. Among these are sales training, 
financing, advertising, incentive plans, 
service department operations, em- 
ployee and customer relations, and 
cost accounting. 

Secondary objectives are to improve 
acquaintanceship and understanding 
in the oil equipment industry, and to 
bring to the attention of oil equip- 
ment users the advantages of dealing 
with local, stocking distributors. 





front surface. A special finish is avail- 
able for shipboard use of an anodized 
surface covered with a thin coat of 
aluminum paint. Aluminum Co. of 
America, 1501 Alcoa Bldg., Pittsburgh 
19, Pa. 


Circle No. 12 on coupon, page 159 


Granco 6” pump 


. . . handles up to 225 gpm for hot 
asphalts and up to 350 gpm for gaso- 
line and fuel oil. Available in steel 
construction for hot asphalt and other 
viscous products, or cast iron for gaso- 
line and other lighter products. The 








A REALLY HOT "ITEM 
for PETROLEUM 
MARKETERS! 


IN THE MONTHS AHEAD, sales of Charcoal 
Lighter Fluid will hit an all-time high . . . millions 
of cans will be bought for park or patio picnics, 


connections. Manufacturer claims this 
hand-operated unit cuts the head out 
of a drum in two minutes, leaving a 
safe, turned-in edge. Construction is 
sealed gear case with worm gear as- 
sembly; sparkproof adjusting track 
cast in bronze; adjusting bar is also 
stabilizing bar and is threaded into 
main housing; ample bearing capacity 
is provided for hard service and ease 
of operation. Cost $150, f.o.b. Chi- 
cago. Michael A. Schinker Mfg. Co., 
6514 S. Western Ave., Chicago 36, Ill. 
Circle No. 11 on coupon, page 159 


camping and vacation trips. 


Here is a sure-fire, ready-made market for you, 
your salesman and your dealers or retail accounts. 





And Canfield Charcoal Lighter is really tops 
... its tasteless, odorless, wont taint food, burns 





with a clean, soot-free flame, and the built-in 
“squirter” spreads the fluid evenly and economic- 
ally. Its packaged 12 quart cans to the case. 


Write for prices and special 
introductory offer. 





Aluminum stair tread 


. .. made of a special aluminum alloy 
is said to provide high corrosion re- 
sistance as well as strength. Non-skid 
qualities are built into the stair tread 
plate. Fused aluminum oxide abrasive, 
metallurgically bonded to aluminum 
plate, provides a rough slip-proof 


~ CANFIELD OIL COMPANY, curvetano 27, omo 


Bulk and Packaging Plants: — 
CLEVELAND, OHIO, CORAOPOLIS, PA., JERSEY CITY, N. J., MEMPHIS, TENN. 


ASK ABOUT CANFIELD’'S COMPLETE LINE OF PETROLEUM PRODUCT! 
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IOWA 





TRI-STATE EQUIPMENT COMPANY 


COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 


3923 E. 14th St., Des Moines, lowa Amherst 2-1975 
Member National Oli Equipment Jobber Association 





MISSOURI 








TRI-STATE EQUIPMENT COMPANY 


COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 
519 Southwest Bivd. mameas CITY 6, MO. 


Baltimore 
Member National Ol! Equi nt Jobber Association 











NEW JERSEY 


SERVING THE OIL INDUSTRY 


FOR y 3. YEARS 


e@ OPW Valves and Fittings 

e Marlow Pumps 

e Blackmer Pumps 

e Erie Pumps and Equipment 
WE SERVICE THE EQUIPMENT WE SELL. 


TEN HOEVE BROTHERS 


359 Mclear 


NEW YORK 








EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 








OHIO 





EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 
Phone—Jefferson 5-8215 
Watinehewe’'D P. Wi tinseln 
Neptune, Huffman, Goodrich. 


Air, Oil, and Gas 
Hose and Service 
SALES—PARTS ENGINEERING SERVICE 





PENNSYLVANIA 





RUTLEDGE EQUIPMENT CO. 


334 Bivd. of Allies Pittsburgh 22, Po. 


Rutled Service Station Flood ts 
Ges Equipment—Buckeye Valves 5 


Granco Pumps oh Meters—Air 
Compressors 


Equipment 


new model HG 6” is a rotary positive 
displacement, flanged unit, designed 
for gasoline engine drive or other 
power as required. Pumping principle 
of design is the universal-joint rotary 


action used on the complete line of 
Granco rotary positive displacement 
pumps. Granberg Corp., 1308 67th 
St., Oakland 8, Calif. 

Circle No. 13 on coupon, page 159 


New Oil Heat Equipment .. . 





Ten-year tank guarantee 


. . . comes with specially coated 275- 
gal. tank made of 12-gage metal. To 
combat corrosion and extend tank life, 
tank sheets and heads are sandblasted, 
then painted with metallic protective 
coating (two coats, each .015-inch 
thick) before welding. Seams are re- 
painted after assembly. Coating cov- 
ers bottom half of tank and heads. 
L. O. Koven & Bros., Inc., 154 Ogden 
Ave., Jersey City, N. J. 

Circle No. 14 on coupon, page 159 


Degree day calculator 


. makes it easy for small heating 
oil distributors to set up accurate fuel 
oil delivery control without big invest- 
ment in equipment. Works on slide- 
rule principle by correlating degree 
day of last delivery with gallons de- 
livered and usable oil in tank. Is auto- 
matic and eliminates use of mathe- 
matics. Also determines K_ factor. 
Roland W. Anstine, 728 Prospect St., 
York, Pa. 


Circle No. 15 on coupon, page 159 


Interchange chart 


.. . for oil burner nozzles shows what 
models of one line may be used for 
other lines. Recommendations based 
on results of laboratory tests. Delavan 
Manufacturing Co., W. Des Moines, 
lowa. 


Circle No. 16 on coupon, page 159 


industrial boilers 


. . » from 15-600 h.p, 15-250 psi for 
either hot-water or steam service are 
described in new brochure. Contains 
schematics of air-fuel flow and cut- 


aways showing air flow in forced-draft 
systems that results in high combus- 
tion efficiency. Cleaver-Brooks Co., 
Milwaukee 12, Wisc. 


Circle No. 17 on coupon, page 159 


Degree day system 


. . . for LP-gas distributors combines 
handy filing system for accounts’ de- 
livery cards with Hidy automatic de- 
gree-day recorder. Combination helps 
cut operating costs through better 
routing and reduces need for emer- 
gency and overtime trips because dis- 
tributor can determine who needs fuel, 
how much, what type, and where and 
when delivery should be made. Rem- 
ington Rand, 315 Fourth Ave., New 
York 10, N. Y. 


Circle No. 18 on coupon, page 159 


Literature ... 





New pump line 


. . . is described in a bulletin illustrat- 
ing the design and construction of 
fractional horsepower centrifugal units. 
Pumps are available in five sizes, 4”, 
1”, 1%”, 1%” and 2”, and in 80 dif- 
ferent models, under the trade name 
of the Corley Magnaflow. Corley Co., 
103 E. Main St., Plainville, Conn. 


Circle No. 19 on coupon, page 159 


Hose and hose end 


. .. catalog gives detailed information 
on permanently attached hose assem- 
blies, swaged hose assemblies and 
ends, hose and swivel adapters, assem- 
bly instructions and installation data. 
Three pages are devoted to assembly 
instructions for all types of Weather- 





WASHINGTON 











E. O. HABHEGGER CO. 
24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 


Engineering & Equipment 


BULK TERMINALS TRUCKS 
SERVICE STATIONS 


Member NAOEJ 











Gashoy Pues 


For every size consumer- 
commercial account. 
HALLIDIE MACHINERY CO., INC. 


210 Hudson Street 
Seattle 4, Washinaton 





Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 


Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 
330 West 42nd Street 
New York 36, N. Y. 
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head reusable hose ends. Simplified 
copy and line drawings show complete 
step-by-step procedure. Weatherhead 
Co., Ft. Wayne division, Fort Wayne, 
Ind, 

Circle No. 20 on coupon, page 159 


Gage light bulletin 


. . » describes the Jerguson explosion- 
proof gage illuminator of the solid 
wedge lighting type, said to give three 
times the illumination previously pos- 
sible, evenly diffused from a 58-watt 
medium base bulb. Simple turn of one 
thumb screw allows removing the en- 
tire cover and glass housing in one 
piece for simple, quick lamp replace- 
ment. Jerguson Gage & Valve Co., 80 
Adams St., Burlington, Mass. 

Circle No. 21 on coupon, page 159 


Power actuators for valves 


... are described in a new 4-page bul- 
letin (V-604). A complete line of West- 
inghouse Air Brake power operators 
for actuating Rockwell-Nordstrom 
screwed-gland type, wrench-operated 
valves is cataloged. Size, cylinder 
stroke and list price are included in a 
listing of operating conditions involv- 
ing: (1) full valve rating line pressure 
and 90-psi cylinder pressure; (2) ‘2 
valve rating line pressure and 50-psi 
cylinder pressure; (3) 2 valve rating 
line pressure and 90-psi cylinder pres- 
sure; (4) % valve rating line pressure 
and 50-psi cylinder pressure. Meter 
and Valve division, Rockwell Manu- 
facturing Co., 400 N. Lexington Ave., 
Pittsburgh 8, Pa. 

Circle No. 22 on coupon, page 159 


Filter service manual 


. » » gives detailed illustrated instruc- 
tions for servicing filters on all late 
model as well as older cars. Included 
for first time are instructions on the 
new dry-type air filters, and the dis- 
posable oil filters used on this year’s 
Fords. The manual is especially help- 
ful for servicing full-flow type filters 
usually located on the underside of the 
engine. A series of continuity photo- 
graphs explains how to locate and 
replace these filters. Purolator Prod- 
ucts, Inc., Rahway, N. J. 

Circle No. 23 on coupon, page 159 


White driver manual 


. . « for truck operators has been re- 
vised and reissued. Covers all phases 
of correct preparation for trip, road 
practices, parking and truck care. 
Price $1.25 per copy. The White Mo- 
tor Co., Cleveland 1, Ohio. 

Circle No. 24 on coupon, page 159 


Pump manual 


. . . and catalog of rotary pumps and 
hydraulic pump motors are two new 
publications by Roper. Manual on 
“How to Solve Pumping Problems” 
includes typical problems found in 
petroleum marketing; pipe velocity 
tables; flow resistance of valves and 
fittings; viscosities and specific gravi- 
ties of crude and refined products. 
Catalog 957 covers sizes, capacities 
and construction details of manufac- 


turer’s line of rotary pumps. Geo. D. 
Roper Corp., Rockford, Iil. 
Circle No. 25 on coupon, page 159 


Jack bulletins 


‘ . cover Weaver’s Lo-Hi-Draulic 
service jacks in 1%- and 1'%2-ton ca- 
pacity; and the Super-Giant 20-ton 
floor jack. The small jacks have quick- 
removable handles for convenience in 
carrying the jacks in service trucks. 
Low saddle height is 378”. Maximum. 




















GET MORE PROTECTION WITH 
THE GILBARCO ELECTRONIC INDICATING GROUND 


Wherever highly volatile liquids are loaded 
— bulk plants, tank farms, or terminals—be 
sure of proper grounding. Install the Gilbarco 
Electronic Indicating Ground. 


POSITIVE—Establishes ground and indicates 
its safety by either light or audible signal. 


SAFE—Reveals faulty grounds caused by 
cable defects, paint, corrosion or carelessness 


which lead to fires. 


SIMPLE —Gilbarco’s electronic ground is 
easily installed in any grounding circuit. 
Furnished complete with clamp and cable. 
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lift for the 14% ton model is 18%”; 
for the 14%2-ton model, 20”. The 20- 
ton jack is a heavy duty unit for use 
with large trucks and off-the-road 
equipment. Maximum lift 25%”. 
Weaver Manufacturing Co., Spring- 
field, Il. 

Circle No. 26 on coupon, page 159 


Pump brochure 


. . contains photos of typical Viking 
pump installations for handling crude 
and refined products, including LP- 
gas, dry cleaning solvents, diesel fuel, 
and road asphalts. Title of brochure: 
“How Industry Profits With Viking 
Pumps.” Viking Pump Co., Cedar 
Falls, lowa. 

Circle No. 27 on coupon, page 159 


Fig. 77 


Manufacturers .. . 





Wayne Pump Co. is bringing out a 
new drive-on lift with runways low 
enough to clear the most modern car 
designs. Wayne will release details of 
other new features later, but made a 
preliminary announcement during its 
15th annual engineering conference at 
the Salisbury, Md., plant. 

More than 100 petroleum marketers 
at the meeting heard a discussion of 
fuel volatility by A. E. Cleveland of 
Ford Motor Co. Other topics covered 
during the sessions included the two 
types of blending pumps now offered 
by Wayne, remote pumping systems, 
two-piston meters, and new testing 
methods. Product discussions were 


Fig. 535 


conducted by chief engineer Freedom 
Ainsworth, William Gavin, George 
Lindekohl, T. F. Breen, Bob Harr, and 
vice president C. F. Bateman. 

e 


Purolator Products, Rahway, N. J., 
has arranged for distribution of its 
bulk filters through two new outlets. 
K. C. Brown Co., Kansas City, Mo., 
now covers the state of Kansas and 
the western half of Missouri. V. Holm 
Hansen Co., Bridgeport, Conn., repre- 
sents the line in Connecticut, Westerly 
Township in Rhode Island and three 
counties in Massachusetts. 


Rockwell Manufacturing Co. has 
opened a valve museum at its Barber- 
ton, Ohio, plant. On display are draw- 
ings, cutaways and working models 
showing the progress in designs and 
types from Sven Nordstrom’s original 
lubricated plug valve of 40 years ago. 
In addition to 52 Rockwell-Nordstrom 
models, there is also a display of 
valves of other manufacturers that re- 
flect the influence of the original 
Nordstrom design. 





you CAN stop product 


losses and equipment damage caused 
by excessive pressure build-up due to 
temperature increase. Fig. 535 Gate 
Valves on new installations or Figs. 
77 or 78 on existing installations will 
do the trick. Write for details. 


Aro Equipment Co. held open 
house recently at its new factory 
branch in New York to show custom- 
ers the expanded service, sales and 
warehouse facilities. Above, left to 
right: C. A. Stutzman, general man- 
ager, lube division; Hal F. Freyer, 
general manager, New York branch; 
W. H. Moore, field service manager. 

oe 





Vacation shutdown is the custom 
for only 12% of equipment manufac- 
turers, and all of these maintain skele- 

M O R R s O N B RO S i C O M P A N Y ton forces for emergency shipments, 
OlL EQUIPMENT HEADQUARTERS according to a survey by the National 
DU BU Q UE Owe Assn. of Oil Equipment Jobbers. Equip- 

ment jobbers who maintain adequate 





NATIONAL PETROLEUM NEWS * July, 1957 





stocks should have little trouble plan- 
ning inventories to tide them over the 
vacation season, in the opinion of a 
liaison committee headed by E. H. 
Lanthorn, of Blackmer Pump Co. 


Big Four Industries, Inc., Cincin- 
nati, has opened a West Coast ware- 
house at 8203 S. Avalon St., Los An- 
geles. A minimum $100,000 inventory 
of the company’s line of tire service 
equipment will be maintained at this 
point. R. O. Richardson is Los An- 
geles district sales manager; Fred 
Martinson is in charge of the office 
and warehouse. 

e 

For the second time in a row, Nep- 
tune Meter Co. and Ever-Tite Coup- 
ling Co. teamed up to entertain the 
Empire State Petroleum Assn. with a 
cocktail party on the eve of the annual 
convention held at the Statler Hotel in 
Buffalo. A turnout of over 300 ESPA 
members and guests attended the 
party. 

a 

White Motor Co., Cleveland, has 
bought the assets of Reo Motors, Inc., 
of Lansing, Mich., from its parent 
organization, Bohn Aluminum & Brass 
Corp. Reo will be operated as a divi- 
sion of White Motor, under the direc- 
tion of John C. Tooker as general 
manager. General offices, including 
manufacturing and sales, will continue 
to be at the present plant in Lansing. 


Personnel .. . 





Jonathan Kludt 
has been elected 
vice president and 
general manager 
of the Lincoln 
Engineering Co., 
a division of the 
McNeil Machine 
& Engineering 
Co., Akron, Ohio. 
He has been gen- 
eral manager of 
the Lincoln divi- 
sion since Lincoln merged with Mc- 
Neil in April of 1956. He was pre- 


Kludt 


viously vice president in charge of 
production at Lincoln. 
* 

T. E. McCarthy fills the new post 
of manager of cash register sales for 
National Cash Register Co., Dayton, 
Ohio. He started as a cash register 
salesman in Akron in 1941, was cash 
register instructor at Dayton and 
branch manager at three different 
points before taking on his present job. 

* 

Harry Murphy, Sr., one of the 
founders of the Gray Manufacturing 
Co., Minneapolis, is now president of 


the company. He succeeds Lee Gray, 
who resigned as president for reasons 
of health. 

* 

Foster E. Backus has been made 
Midwest regional sales manager, and 
Robert C. Gaynor, sales engineer, for 
Darling Valve & Manufacturing Co., 
Williamsport, Pa. Backus moves to his 
new post from the territory now 
served by Gaynor, after 10 years with 
Darling. He will supervise sales in the 
13-state area from Western Pennsyl- 
vania to the Dakotas and south to 
Kentucky. Gaynor will cover Michi- 








CONIPCO 


Gas Atotignw lighting 


Engineered for DEPENDABILITY 


High Intensity 
Fluorescent 
Floodlights 





Known for QUALITY 








— Service Station Lighting Equipment 


All Weather Horizontal “T” Lights 
High Intensity Fluorescent Flood Lights 
Auxiliary Fluorescent and Incandescent Lights 
for Outdoor and Indoor Application 

© Facade Lighting 


COMPCO coRPORATION 


2251 West St. Paul Avenue — Chicago 47, Illinois — U.S. A. 
Manutacturers of Fine Lighting Equipment for Over 25 Years 
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gan and parts of Indiana and Ohio. 
Both will make their headquarters at 
1513 Jefferson Ave., Toledo, Ohio. 


Charles J. Egger has been named 
administrator of the central sales re- 
gion of Bowser, Inc., with headquar- 
ters in Cleveland. He succeeds Hugh 
W. Stahl, who has retired after 47 
years with the company. Egger joined 
Bowser in 1947 as a sales engineer 


with the Ft. Wayne division. He was 
transferred to Cleveland and two 
years ago became assistant regional 
administrator. 


Charles F. Hodgson, former vice 
president in charge of sales at Weaver 
Manufacturing Co., Springfield, IIl., 
has retired. His duties have been taken 
over by Ruel Logan, general sales su- 
pervisor, and Earl C. Henning, jobbing 





Loading four or more com- 
partments simultaneously 
with Spring-Matic Model 
450-A, without re- 


spotting transports. 


OIL EQUIPMENT MANUFACTURING CO. 


LOUISVILLE 11, KY 


3100 VERMONT AVE 


The Oilco Spring-Matic 
rforms to perfection 
petroleum bey 

everywhere—and en 

world-wide conaptenes. 





sales manager. Logan has charge of 
national accounts sales, including sales 
to oil companies. 


x 


Kozman 


Three changes 
have taken place 
at Granberg 
Corp., Oakland, 
Calif.: Robert C. 
Anderson, former 
sales manager, is 
now general man- 
ager. He was also 
re-elected a vice 
president of the 
firm. Randy 
Murphey has been 
promoted to sales manager replacing 
Anderson. He has been a district man- 
ager for several years, and was for- 
merly connected with the H. S. Wat- 
son Co., a company pioneered by his 
father. A. S. Kozman has joined Gran- 
berg’s sales staff as local district man- 
ager, to replace Murphey. Kozman 
was formerly owner and manager of 
Cook’s Oil Co., a heating oil distribu- 
tor in the San Francisco area. 

e 


Anderson 


Roy W. Gro- 
nauer has joined 
Ever-Tite Cou- 
pling Co., Inc., as 
midwestern man- 
ager and sales en- 
gineer, with head- 
quarters in Cin- 
cinnati. He was 
previously _ vice 
president in 
charge of sales 
of the OPW 
Corp., Cincinnati. Gronauer joined 
OPW in 1950 as a sales engineer, be- 
came assistant general sales manager 
in 1952, and became head of sales in 
1955. 


Gronauer 


e 

Robert F. Moody, formerly eastern 
sales manager for Hyster industrial 
trucks at Danville, Ill., has been pro- 
moted to domestic sales manager, cov- 
ering the United States, Hawaii, Alaska 
and Canada. Before joining Hyster in 
1947 he was with Wolverine Tube and 
Carrier Corp. s 
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Atomic power in Caesar’s day? 


Certainly! 


It was there, in the ground, in the air and water. It 
always had been. There are no more “raw materials” 
today than there were when Rome ruled the world. 

The only thing new is knowledge . . . knowledge of how 
to get at and rearrange raw materials. Every invention 
of modern times was “available” to Rameses, Caesar, 
Charlemagne. 

In this sense, then, we have available today in existing 
raw materials the inventions that can make our lives 
longer, happier, and inconceivably easier. We need only 
knowledge to bring them into reality. 

Could there possibly be a better argument for the 
strengthening of our sources of knowledge—our colleges 
and universities? Can we possibly deny that the welfare, 
progress—indeed the very fate—of our nation depends 
on the quality of knowledge generated and transmitted 
by these institutions of higher learning? 

It is almost unbelievable that a society such as ours, 
which has profited so vastly from an accelerated accumu- 
lation of knowledge, should allow anything to threaten 
the wellsprings of our learning. 





Yet this is the case 


The crisis that confronts our colleges today threatens 
to weaken seriously their ability to produce the kind of 
graduates who can assimilate and carry forward our 
rich heritage of learning. 

The crisis is composed of several elements: a salary 
scale that is driving away from teaching the kind of 
mind most qualified to teach; overcrowded classrooms; 
and a mounting pressure for enrollment that will double 
by 1967. 

In a very real sense our personal and national progress 
depends on our colleges. They must have our aid. 

Help the colleges or universities of your choice. Help 
them plan for stronger faculties and expansion. The 
returns will be greater than you think. 





If you want to know what the college 
crisis means to you, write for a free book- =/\= 
let to: HIGHER EDUCATION, Box 36, ~ 
Times Square Station, New York 36, 

New York. 


4 
- 











Sponsored as a public service, in cooperation with the Council for Financial Aid to Education 
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lela @chameli lem alerts 


Are Runs Being Cut, or Aren't They? 


Refinery cutbacks in some areas are countered by increases 


R. W. McDowell, president of DX- 
Sunray, says the domestic oil industry 
is “drowning itself in a sea of refined 
products, the direct result of continued 
excessive crude runs and unreasonably 
high foreign oil imports.” 

Whatever side one may take on 
imports, he voices what refiners, job- 
bers and traders generally have been 
telling NPN for some time about 
domestic crude runs. While some 
refiners were announcing cuts in their 
runs, API statistics paradoxically re- 
vealed that large increases in crude 
runs were being made in districts 
where price problems and oversupply 
were most pronounced—namely the 
Texas Gulf Coast, Louisiana Gulf 
Coast and Indiana-Illinois-Kentucky. 

Light fuels not only failed to show 
any buoyancy, but sources said the 
June 5 reductions of 0.5¢ at the Gulf 
Coast came as no surprise to anyone. 
Buyers’ reactions to the cut scarcely 
were noticeable. “It’s a normal summer 
phenomenon,” said one. “The bottom 
hasn’t been reached,” was another’s 
comment. 

A trader explained that East Coast 
buyers believe almost unanimously 
that the Gulf distillate market is going 
lower, and “when the bottom is 
reached, a sixth sense tells them to 
step in for their winter requirements.” 

Meanwhile, some refiners spoke 
bitterly of the margin, or lack of it, 
between higher crude prices and low- 
ering distillate prices. They pointed out 
that the current Gulf Coast low quota- 
tion for kerosine is only 0.125¢ higher 
than prices a year ago at mid-June, 
No. 2 fuel only 0.5¢ higher and the 
three grades of gas oils only 0.625¢ 
higher. Even the higher prices on gas 
oil, they said, fell short of meeting 
their pro rata share of the crude barrel. 

Gasoline was something else again 
and its coming summer position was 
hard to evaluate. 

With the start of June, inventories 
east of the Rockies were up 7.5- 
million bbl. from a year ago and 1.2- 
million of those barrels showed up in 
the week ending May 31. Strikes, 
however, caused refiners to tighten 
their grip on product, while others 
had been forecasting for some time 
that their position on gasoline would 





168 








in others—and some marketers fear a flood of products 


be “normally” snug to short by late 
July or early August. 

In mid-June strikes appeared to be 
an important corrective factor to high 
gasoline inventories. With eight re- 
fineries struck, trade sources said it 
was only a matter of time before total 
of 260,000 b/d down capacity would 
change product’s loose position. The 
“X” factor, however, was the probable 
length of the strikes. 

Other influences toward changing 
the summer gasoline picture were 
scheduled shutdowns for cleanout and 
the fact that most, if not all, refiners 
were confident that summer demand 
for product “just has to show up.” 


Marketing Highlights 


Atlantic Coast—Heating oil markets 
continued to react normally to the 
basic law of supply and demand. Dis- 
tillate stocks in June were building 
at a rapid rate with buyers backing 
away from sellers and the general 
comment being “here we go again,” 
as far as distillate prices were con- 
cerned. 

Dealer retail gasoline wars whacked 
down prices in perennial sore spots 
in Eastern areas and fair-trading 
breathed its last in three more north- 
eastern states. Reductions of 0.5¢ in 
Gulf cargo prices for light fuels in- 
creased “expectations” that another 
general off-season cut in seaboard 
prices was a likelihood. 

Heavy fuels slipped a second time, 
dropping 6-11¢ bbl. along the upper 
seaboard and 6-9¢ bbl. along the lower 
seaboard. At New York harbor, No. 
6 fuel was quoted at $3.10 bbl. in 
barges. 

This last cut on the heavy grades, 
however, was said to have put a “sub- 
standard floor” on general prices be- 
cause of material filtering into the 
market at 15¢ bbl. “and better” below 
delivered New York harbor contract 
cargo quotations. 


Midwest Wholesale—Gasoline was 
“rocking along” as though summer 
were still far distant. Residual fuel 
prices were off in Michigan and ap- 
peared heading for a cut at Chicago. 
Distillates were soft and dipped 0.25¢ 
in mid-month at Chicago. New prices 








for No. 1/range oil began at 10.75¢ 
and for No. 2 fuel from 10¢. 

Following the hike in octane num- 
bers to 89 and 98 in the Great Lakes 
Pipe Line system, Chicago gasoline 
prices rose 0.25¢ for all grades, but 
increases were said merely to reflect 
the increase in manufacturing costs 
and not market improvement. 

The Twin Cities area showed the 
only strength of the season in gasoline 
as both regular and premium-grade 
prices advanced 0.5¢, with premium 
later picking up an additional 1¢ to 
widen the differential between the two 
to 2.75¢. 

The break in Michigan heavy oil 
prices began with an 0.85¢ drop at 
Columbus and Toledo, spread to 
Detroit and then fanned out over the 
state. At mid-June, Chicago resid 
prices were under threat because of 
Michigan cuts. 


Mid-Continent—Rain, floods and 
tornados cut deeply into gasoline sales 
in the Mid-Continent, and trade 
sources think the bad weather can only 
mean “so much” lost business to 
refiners with marketing outlets in this 
area. 

On the retail level, gasoline market- 
ers were plagued by a number of 
price wars that spread over the state 
“like a prairie fire.” The retail war 
was over by mid-June and its causes 
were laid to big refinery inventories 
and the “great number” of service 
stations being built. 

Heavy fuels met strong competition 
from Rocky Mountain suppliers who 
reportedly were moving it into the 
Chicago-Twin Cities markets at 20¢ 
to 25¢ bbl. below Group 3 prices. 
Some Mid-Continent sources said 
Rocky Mountain product did not hurt 
their No. 6 business. Others said it 
“locks out” their fuel from those areas. 





More About Markets... 


To keep up with the fast-chang- 
a ere picture, be sure to 
read: 


Petroleum Indicators . .p.89 
Supply and Demand . .p.90 
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Market Barometer 





PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 


GASOLINE 
REGULAR-GRADE GASOLINE 


KEROSINE 
| 
NO. 2 FUEL 


TEST COASTAL CRUDE 
30 GRAV. LOW COLD 


| 
36 GRAV. MID-CONT. CRUDE 
NO. 6 FUEL 


YEAR 49 51 53 55 JFMAMJJASOND 53 55 JFMAMJJASOND 
1957 1957 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED PRODUCTS VS. CRUDE U. S., CALIFORNIA INCLUDED 


4.60 4.60 
4.40 
4.20 
4.00 
3.80 


YEAR 49 51 53 55 JFMAMJJASOND YEAR 49 51 53 55 JFMAMJJASOND 
1957 1957 








Average prices for crude oil, and four principal refined prod- Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel),—7 refinery ucts (gasoline, kerosine, light fuel, heavy fuel) —8 refinery 
markets and 7 crude producing areas, east of California. markets and 8 crude producing areas, including California. 
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Refinery and Terminal Prices 





MOTOR GASOLINE 
Gulf Coast Cargoes June 10 June 3 
100 oct. prem. .. . (2)15-15.25 (2)15-15.25 
98 oct. prem .13.5-14.375 13.5-14.375 
97 oct. prem. 13.25-14(2) 13.25-14.(2)x 
95 oct. prem... . .12.5-13.25(2) 12.5-13.25(2) 
. prem 11.75-12.625 11.75-12.625 11.75-12.625 
. Teg 11.5-12.625 11.5-12.625 11.5-12.625 11.5-12.625 
. Teg... 11.25-12.25(2) 11.25-12.25(2)x —-11.25-12.5 11.25-12.5 
. Peg... . -75(2) = 10.875-11.75(2) 10.875-11.75(2) —10.875-11.75(2) 
. reg.......10, 25 10.5-11.25 10.5-11.25 10.5-11.25 
10.375-11.25 10.375-11.25 10.375-11.25 10.375-11.25 
10.125-10.5 10.125-10.5 10.125-10.5 10.125-10.5 


May 20 
(2)15-15.25 
13.5-14.375 
13,25-14.25 
12.5-13.25(2) 
11.75-12.625 


May 27 
(2)15-15.25 
13.5-14.375 
13.25-14.25 
12.5-13.25(2) 


10-10.25(2) 10-10.25(2) 10-10.25(2) 10-10.25(2) 


20 20 20 20 
15.7-16.5 15.7-16.5 15.7-16.5 15.7-16.5 


17.8 17.8 
15.9 15.9 
14.1-14.3 14,1-14.3 
14.4 14.4 


14.6-17.9 
14,6-17.9 
12.6-15.4 
12.6-15.4 


14.6-17.9 
14.6-17.9 
12.6-15.4 
12.6-15.4 


91 oct. prem..... 
90 oct. prem 


18.9 18.9 
16.4 16.4 


15.95-17.45 

. 15.3 

- -(2)18.95-14.4 
13.95 


15.95-17.45 15.95-17.45 15.95-17.45 
15.3 15.3 15.3 
(2)13.95-14.4 (2)13.95-14.4 
13.95 13.95 


(2)13.95-14.4 
13.95 


Chicago, Il. 

98 oct. prem... . . (4)15.25-17 (4)15.25-17 

97 oct. prem... . .(6)14.75 (6)14.75 

96 oct. prem. ... .(5)14.5-15 (5)14.5-15 

95 oct. prem 14.5 14.5 

94 oct. prem. . 14,25-14.5 
(6)13-13.5 


91 oct. reg. . 
89 oct. reg.. (6)12.75-13 


(3)15.25-17 
x(6)14.75x 
x(5)14.5-15 


(3)14.5-17x 
(2)14,25-15x 
14.25 
x14.25-14.5x 
(3)12.75-13.5 
(3)12.5-13x 


14.25-14.5 
(6)13-13.5 
(6)12.75-13 x(6)12.75-13 

14.5-15.5 14.5-15.5 14.5-15.5 

12(2) 12(2) 12(2) 

16 16 16 

14 14 14 


14.25-15.25(2) 
~~» «(2)11.75-12 


14.25-15.25(2) —-14.25-15. 


. 25 14.25-15.25 
(2)11.75-12x (2)11.75-13.25 


(2)11.75-13.25 


16.4-17.65 16.4-17.65 
14.9(7) 14.9(7) 


16.65 16.65 16.65 
14.9 14.9 14.9 


16.4-17.65 
14.9(7) 


x15.25-16.25(3)  x14.75-15.25(2)x (2)14.75-15 
x(5)13.5x 13-13.5(2)x (2)13-13.25 


16.6-17.6 16.6-17.6 16,6-17.6 
14.6(2) 14.6(2) 14.6(2) 


18.7 18.7 18.7 
16.2 16.2 16.2 


17.7 17.7 17.7 
14.2 14.2 14.2 


16.7-18.3 16.7-18.3 16.7-18,3 
16.05 1 


16.05 J 05 
14.7(2) 14.7(2) 14.7(2) 
14.55 14.55 14.55 


16.45(2) 16.45(2) 16.45(2) 
14.7(2) 14.7(2) 14.7(2) 


18.2-18.3 18.2-18.3 


. 18.2-18.3 
14,7-14.8 14.7-14.8 


14.7-14.8 14.7-14.8 


16.05-17.65 16.05-17.65 16.05-17.65 
14.3-14.9(5) 14.3-14.9(5) 14.3-14.9(5) 


prem 16.05-17.65 
89 oct. reg....... 14.3-14.9(5) 
Ga. 


(3)16.05-17.9 
14.3-14.9(4) 


(3)16.05-17.9 
14.3-14.9(4) 


(3)16.05-17.9 
14.3-14.9(4) 


(3)16.05-17.9 
14.3-14.9(4) 





MOTOR GASOLINE 
June 10 June 3 May 27 May 20 
Tampa, Fla. 
96 15.95-17.55 15.95-17.55 15.95-17.55 15.95-17.55 
14,2-14,8(4) 14.2-14.8(4) 14.2-14.8(4) 14.2-14.8(4) 
Wilmington, N. C. 
96 oct. prem... . .15.02-17.35 


. 14.65 
13.52-13.85(2) 
13.8 


15.02-17.35 
13.52-13.85(2) 
13.3 


15.02-17.35 


15.02-17.35 
4.65 1 
13.52-13.85 (2) 
13.3 


4.65 
13.62-13.85(2) 
13.3 


) 

98 oct. prem x15.25-16x 

96 oct. prem 

89 oct. reg x12.5-13(3) 

60 oct. M & below . 11.75-12.25(2) 

Okla. Group 3 (Northern shpt.) 

98 oct. prem... . .x15-15.5(5) (2)15.25-15.5(3)  ..... 

96 oct. prem...... 14.25-15.5 (2)14.25-15.5(2) (3) 14,25-15.5(2) 

89 oct. reg x12.25-12.75(3)  (2)12.5-12.75(2) (5) 12.5-12.75(3) (5) 12.5-12.75 

60 oct. M & below . 11.5-12 11 11,5-12 11.5-12 

N. Tex. (Tex. & New Mex. shpt.) 
15-16.3 


(2)15.5-15.75(2) 
14.25-16 


(2)12.75-13 
11.75-12.25(2) 


14.25-16 
(5) 12.75-13(3) 
11,75-12.25(2) 


14.25-16 
(5)12.75-13(3) 
11.75-12.25(2) 


15-16.3 15-16.3 15-16.3 
18-15.55 15-15.25 15-15.55 
(2)13.25-14.25  (2)13.25-14.25 (2) 18.25-14.25 
13.25-14 13.25-14 13.25-14 

84 oct. 13.25-13.75 13.25-13.75 13.25-13.75 13.25-13.75 
60 oct. M & below. 11.875-13.5 11.875-13.5 11.875-13.5 


11,875-13.5 
W. Tex. (Tex. & New Mex. shpt.) 
97 oct. prem 15.875 15.875 
_—— 


13.5-13.75 
(2)13.25 
12.5-13.25 


15-15.55 
(2)13,25-14.25 
13.25-14 


15.875 15.875 
15-15.125 15-15.125 
14 

13.5-13.75 
(2)13.25 
12.5-13,25 


(2)13.25 
12.5-13.25 


15-15.25(3)  15-15.25(3) 15-15.25(3) 
13-13.5 13-13.5 
13-13.75 13-13.75 


13-13.5 13-13.5 13-13.5 
(2)12.5-13 (2)12.5-13 


13-13.5 ’ 
(2)12.5-13 


3. 
below . (2)12.5-13 


15.875 15.875 15.875 
15.125 pay 
1 1 


13.5 


13.25 
13.25 


14.25 


Kans. (For Kans. destinations only) 
98 oct. prem x15.25-15.75 


89 oct. reg.......*12.5-13 


(3)14.5-14.75(2) (3)14.5-14.75(2) (3)14.5-14.75(2) 
(4)12.75-13 (4)12.75-13 (4)12.75-13 


12 1 12 
11.75-12.125 11.75-12.125 11,75-12.125 


ina. Bradford-Warren: 
14.75 14.75 14.75 14.75 
13.5-14.7 13.5-14.7 13.5-14.7 13.5-14.7 
14.75-15.5 
13.25-13.75 


14.75-15.5 
13,25-13.75 


14.75-15.5 


14.75-15.5 
13.25-13.75 13.25-13.75 


15.4 15.4 
13.65 13.65 


Ohlo—Quotation of 8.0. Ohio for delivery to Ohio points: 
90 oct. reg....... 15 15 15 


6)16 6)16 (6)16 6)16 
(3)13-75-14(4) {3)18.76-14¢4) (2)13.75-14(4) {3)18.75-14(4 


a sg Los Angeles District: 
96 oct. prem (3)16.4-16.7(3) | (3)16.4-16.7(3)  (3)16.4-16.7(3) (3) 16.4-16.7(3) 
15.8(5) 15.8(5) 15.8(5) 15.8(5) 
84 oct. reg 13.6(5) 13.6(5) 13.6(5) 13.6(5) 
boty (3)16.4-16.7(8)  (3)16.4-16.7(3) (8) 16.4-16.7(3) 
15.8(5 15.8(5) 15.8(5 
13.6(5, 13.6(5) 13.6(6 
Tank Truck (400 gals. or more) 
96 oct. I 20.8 20.3 20.3 
84 oct. La ‘ 17.1(2) 17.1(2) 17.1(2) 
+ penny ~— 20.8 20.8 20.8 
17.6 17.6 17.6 





Refinery and terminal prices herewith are reproduced from Platt’s 
Oilgram Price Service, a daily publication associated with NPN. 

trices shown in refinery and terminal tables are sales prices, or 
quotations, or general offers, or posted prices, reported by refiners, 
by —— pipe line terminal operators, by river terminal operators, 
and tanker terminal operators, for current sales and shipments, 
except as otherwise specified. 

Following types of prices are not for “open spot” transactions and 
therefore are not included in price tables: Prices arrived at by dis- 
counts off a specified price; “market-date-of-shipment” prices; prices 
named in contracts; prices arrived at in accordance with arrangements 
made prior to date of sale. Prices made to brokers, and prices in 
inter-refinery transactions, also are not considered in the tables except 
as noted below. 

Prices shown are for quantities in bulk such as tank car lots, or 
truck transport lots or barge lots. Prices applying only to barge lots, 
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or cargo lots, or truck transport lots, are so designed. Prices are in 
cents per gallon, except wax and petrolatums in cents per pound, 
TRE os dollar i. ($) > ao wy mange og 42 
U. S. ons. Prices do not lu axes or inspecti 

Prices are for crude oil and products lawfully produced and trans- 
ported; reported as received by Oilgram and NATIONAL PETROLEUM 
News but not pene. for sehactivers’ private use only and not for 
resale or_ distribution or publication. F 

Gulf Coast cargo prices are by refiners selling or quoting to other 
nin export agents or to saree aon a ° oe i 

Gasoline octane ratings are by ASTM Rese 1 
minimum ratings, ex where letter “‘M” is used to indicate the 
octane rating is by A Motor Method. é i 

Parenthetical figures indicate number of companies quoting when 
two or more quoted the price shown. Letter “X” indicates price 
change. 
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Gulf Coast Cargoes 


No. 2 fuel. . 


Bunker C fuel... . (2)$2. 
Bunker C fuel 
max 1% sulfur. $3.05-3.15 


Albany, N. Y. 
Kerosine/No. 1. 
No. 2 fuel. .. 
Diesel oil, shore 


(3)12.2 


12-12.5(4) 
; $4.56-4.66 

No. 6 fuel, no sulf. 
3 


Baltimore, Md. 
Kerosine/No, 1. 
do barges... 
No. 2 fuel. .. 
do barges... 
Diesel oil, shore 
plants. 
No. 4 fuel. . 
do barges. 
No. 5 fuel 
do barges. - 
No. 6 fuel, no sult 
$3.13(4) 
$3.10(4) 


12-12.5(7) 


Light Diesel, 
bunkers. . 

Heavy Diesel, 
bunkers 

Bunker C, 


. .$4.76(3) 
bunkers $3.10(3) 


bunkers 
Bunker C, ner hey 92. 0 2) 


Boston, Mass. 
Kerosine/No. 1. 
No. 2 fuel 
Diesel oil, shore 
plants.... 
No. 5 fuel. .... ..$4.10(5) 
No. 6 fuel, no sulf. 
uar... $3.20(6) 
lo barges $3.12(5) 
Light Diesel, 
bunkers . 
Bunker C, bunkers $3.12(6) 


Buffalo, N. Y. 
Kerosine(a)... 
Diesel fuel(a) . 
No. 2 fuel(a)... 
No. 5 fuel. .... 


No. 6 fuel. 10.5(2) 


(a) Prices of some sellers to bulk commercial consumers are 0.15¢ higher than prices shown. 


Charleston, S. C. 
Kerosine/No. 1. 
No. Ang 


12.3(6) 
. 11.9(6) 


No. 6 fuel, no sulf, 
quar 
do barges 

Light Diesel, 


$3.07(2) 
$3.04(3) 


inkers 
Bunker C, bunkers $3. 04(4) 


Chicago, Ill. 
Range oil/No. 1 x10.75-11.65 
No. 2 fuel x10-10, 


June 10 
41-43 w.w. kero. .x9.625-11(2) 

..» -x9.5-10,.5(3) 
53-57 d.i. gas oil. .x9,875-10.75(2) 
48-52 d.i. gas oil... x9.75-10.625(2) 
43-47 d.i. gas oil. x9.625-10.5(2) 
75-3.15 


12.7 
(3)11.6-12.1 


11.75-12.25(5) 
(2)11.4-11.9(10) 
(2)11.15-11.65(5) 


. .$4.81-5.02(3) 


(3)12.1-12.6(13) 
. (3) 11.5-12(13) 


. -11,9-12.4(3) 


$4.85-5.06(2) 


. 13.05-13.55(4) 
. .12.95-13.45(2) 
12.55-13.05(4) 

1 


DISTULLATES & CUELS 


June 3 
10.125-11(2) 
10-10.5(3) 
10.375-10.75(2)x 
10.25-10.625(2) 
10,125-10.5(2) 
(2)$2.75-3.15 


$3.05-3.15 
(5)  (8)12.2-12.7(5) 
(6) (3)11.6-12.1(6) 


12-12.5(4) 
$4.56-4.66 


$3.38(2) 


12-12.5(7) 
11.75-12.25(5) 
(2)11.4-11.9(10) 
(2)11,15-11.65(5) 
12.3(4) 

$4.06(2) 

$4.00 

$3.73(2) 

$3.67(2) 


$3.13(4) 
$3.10(4) 


$4.81-5.02(3) 


$4.76(3) 
$3.10(3) 


$4.19 

$2.70(2) 
(3)12.1-12.6(13) 
(3)11.5-12(13) 


11.9-12.4(3) 
$4.10(5) 


$3.20(6) 
$3.12(5) 


$4.85-5.06(2) 
$3.12(6) 


13.05-13.55(4) 
12.95-13.45(2) 
12.55-13.05(4) 
Il 


10.5(2) 


i2.3(6) 
11.9(6) 


123) 
$3.57 


$3.07(2) 
$3.04(3) 


$4.89(2) 
$3.04(4) 


(9)11-11.65 
(10) 10.25-10.65 


May 27 
10.125-11(2) 
10-10.5(3) 
10.375-10.875 
10.25-10.625(2) 
10.125-10.5(2) 
(2)$2.75-3.15 


$3.05-3.15 
(3)12.2-12.7(5) 
(3)11.6-12.1(6) 


12-12.5(4) 
$4.56-4.66 
$3.38(2) 
12-12.5(7) 
11.75-12.25(5) 
(2)11.4-11.9(10) 
(2)11.15-11.65(5) 
12.3(4) 

$4.06(2) 

$4.00 

$3.73(2) 
$3.67(2) 


$3.13(4) 
$3.10(4) 


$4.81-5.02(3) 
$4.76(3) 
$3.10(3) 

11.3 

10.75 


11.1 
$3.23 


$2.73 
$2.70 


$4.45 


$4.19 

$2.70(2) 
(3)12.1-12.6(13) 
(3)11.5-12(13) 


11.9-12.4(3) 
$4.10(5) 


$3.20(6) 
$3.12(5) 


$4.85-5.06(2) 
$3.12(6 


13.05-13.55(4) 
12.95-13.45(2) 
12.55-13.05(4) 
il 


10.5(2) 


12.3(6) 
11.9(6) 


12/3) 
$3.57 


$3.07(2) 
$3.04(3) 


$4.89(2) 
$3.04(4) 


(9)11-11.65 
(10)10.25-10.65 


May 20 
x10.125-11(2) 
10-10.5(3) 
10.375-10.875 
10.25-10.625(2) 
10.125-10.5(2) 
(2)$2.75-3.15 


(2)$3.05-3.15 


(3)12.2-12.7(5) 
(3)11.6-12.1(6) 


12-12.5(4) 
x$4.56-4.66 


x$3.38(2)x 


12-12.5(7) 
11.75-12.25(5) 
(2)11.4-11.9(10) 
(2)11.15-11.65(5) 
12.3(4) 
x$4.06(2)x 
x$4.00 

x$3.73(2) 
x$3.67(2) 


x$3.13(4) 
x$3.10(4) 


$4.81-5.02(3) 
$4.76(3) 
x$3.10(3)x 
11.3 

10.75 


11.1 
$3.23 


$2.73 
$2.70 


$4.45 


$4.19 
$2.70(2) 


(3)12.1-12.6(13) 
(3)11.5-12(13) 


11.9-12.4(3) 
x$4.10(5)x 


x$3.20(6)x 
x$3.12(5) 


$4.85-5.06(2) 
$3.12(6) 


x13.05-13.55(4) 
x12.95-13.45(2) 
x12.55-13.05(4) 
xlix 

x10.5(2)x 


12.3(6) 
11.9(6) 


123) 
x$3.57x 


x$3.07(2)x 
x$3.04(3)x 


$4.89(2) 
x$3.04(4) 


(9)11-11.65 
(10)10.25-10.65 


9.9 


Houston, Tex. 
a 1. 


DISTILLATES & FUELS 


June 10 
11-11.5 
10.75-11 


bunk $4.24(4) 
Bunker C, bunkers (6)$2. 75-3.10 


Jacksonville, Fla. 
gy a! No. 1.. 


S : 2(10) 
2.2(8) 


"$3. 03(6) 
$5.124(5) 


Bunker C, bunkers $3.03(6) 


Miami, Fla. 


Kerosine/No. 1... 


do barges 


Light Diese! 


bunk 
Bunker ( 


13.2 


$3.00 
$5.124(4) 


’, bunkers $3.00(3) 


Mpls-St. Paul, Minn. 


Range oil No. 1. 
No. 2 fuel 
7 5 fuel, high 


ulfur 
No. 0.6 fuel, high 


Kerosine/No. 1... 


No. 6 fuel, 


Light Diese! 


(2)10.875-12.8 
(2)10.25-12 


-(4)9.4 


12.4(4) 


- ++ $2.83 
. $2.80 


bunkers 704( 
Bunker C_ bunkers $2. 80 


New Haven, Conn. 


Kerosine/No. 1. 

No. 2 fuel 

Diesel oil, shore 
plants 

No. 4 fuel 


(4)12- 
(411. 
(2)11.8-12 
$4.17 


No. 6 fuel, no sulf. 


quar 
do barges 
Light Diesel 
bunkers 
Bunker C 


New Orleans, La. 


.11.3(4) 
. -10.75(2) 


Kerosine/No. 1.. 
No. 2 fuel 
Diesel oil 


fue 
No. 6 fuel. no sulf 


quar. 
Light Diesel 


Heavy Diese! 


$3.15(3) 
$3.12(2) 


$5.04 


. bunkers $3.12 


$2.78(2) 


-$2.75(2) 


June 3 
11-11.5 


10.75-11 
10.75-11 
10.5-10.75 
10.75-11.125 
(3)$2.78-3.05 
(5)$2.75-3.10 
$3.08 
$2.90-3.05 
(3)$4.45-4.69 
$4.24(4) 
(6)$2.75-3.10 
13.2(10) 
12.2(8) 
12.2(5) 


$3.06(6) 
$3.03(6) 


$5.124(5) 
$3.03(6) 


13.2 
12.4(3) 


$3.03 
$3.00 


$5.124(4) 
$3.00(3) 


(2)10.875-12.8 
(2)10.25-12 


(49.4 
(4)8.7 


12.4(4) 
11.5(2) 


= 


10.75(2) 
11.102) 
$3.28 


$2.78(2) 
$2.75(2) 


$4.45(4) 


May 27 
11-115 
10.75-11 
10.75-11 
10.5-10.75 


10.75-11.125 
(3)$2.78-3.05 
ee 753.10 
$3.08 
$2.90-3.05 
(3)$4.45-4.69 
$4.24(4) 
(6)$2.75-3.10 
13.2(10) 
12.2(8) 


12.2(5) 


$3.06(6) 
$3.03(6) 


$5.124(5) 
$3.03 (6) 


13.2 
12.4(3) 


$3.03 
$3.00 


$5.124(4) 
$3.00(3) 


(2)10.875-12.8 
(2)10.25-12 


(4)9.4 
(4)8.7 


12.4(4) 
11.5(2) 


es 


$3.15(3) 
$3.12(2) 


$5.04 
$3.12 


11.3(4) 
10.75(2) 


11.1(2) 
$3.28 


$2.78(2) 
$2.75(2) 


$4.45(4) 


10.5-10.75 
10.75-11.125 
(3)$2.78-3.05 
(5)$2.75-3.10 
$3.08 
$2.90-3.05 
(3)$4.45-4.60 
$4.24(4) 
(6)$2.75-3.10 
13.2(10) 
12.2(8) 
12.2(5) 


x$3.06(6)x 
x$3.03(6)x 


$5.124(5) 
x$3.03(6)x 


13.2 
12.4(3) 


x$3.03x 
x$3.00x 


$5.125(4) 
x$3.00(3)x 


(2)10.875-12.8 
(2)10.25-12 


(4)9.4 
(4)8.7 


12.4(4) 
11.5(2) 


.704(2) 
20 


(4)12-12.5(6) 
(4)11.4-11.9(8) 


(3)11.8-12.3(2) 
x$4.17x 


x$3.15(3)x 
x$3.12(2)x 


$5.04 
x$3.12x 


11.3(4) 
10.75(?) 


11.1(2) 
$3.28 
$2.78(2) 
$2.75(2) 


$4.45(4) 


$4.24(2) 
$2.753) 


$4.24(2) 
$2.75(3) 


$4.24(2) 
$2.75(3) 


(4)9.85-9.95(3)x  (3)9.85-10.15(2) 


(2)8.R5-8.95 


(3)9.85-10. 15(2) 
(2), 25-8.95 


(3)9.85-10.15(2) 
(2)8.85-8.95 


Bunker C, bunkers $2.75(3) 
(2)8,25-8.95 


sulfur. 
No. 6 fuel, high 

sulfur 
Cleveland, Ohio 
No. 5 fuel ..... x10.65* 
No. 6 fuel .... .x9.9* 

*—delivered Cleveland. 


Corpus Christi, Tex. 
No. 6 fuel, no sulf. 


«12.85% 

~.» M12.85x 
. wILB5x 
x9.6(3)x 
x8.6(3)x 


. . (4)8.6-8.7(3)x 


(3)8,4-R.9/2) 


11.a8° 
107° 


$2.88 
(2)$2.85-3.15 
$3.15 
(2)$2.85-3.15 


13.35 
13.35-13.55 
12.35-12.55 
10.45(3) 
9.45(3) 


(2K K.8.2(2) 


1LAB* 
10.7* 


$2.88 
(2)$2.85-3.15 
$3.15 
(2)$2.85-3.15 


13.35 
13.35-13.55 
12.35-12.55 
10.45(3) 
9.45(3) 
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(2)8.8-8.9(2) 


11.25° 
10.7° 


$2.88 
(2)$2,85-3.15 
$3.15 
(2)$2.85-3.15 


13.35 

13 35-13.55 

12.35-12.54 

10.45(3) 
45(3) 





New York Harbor 


Kerosine/No. 1. 
7 
Me. 2 fuel. 


Dinee! rs... 


(3)12-12.5(19) 


(3)12-12.5(19) 


(3)12-12.5(19) 


(3)11.4-11.9(16) 


(3)12-12.5(19) 


. -(3)11.75-12.25(20) (3) 11.75-12.25 (20) (3) 11.75-12.25 (20) (3)11.75-12.25 (20) 
(3)11.4-11.9016) (3) 11.4-11.9(16) 


(3)11.4-11.9(16) 


(3)11.15-11.65(16) (3) 11.15-11.65(16) (3) 11.15-11.65(16) (3)11.15-11.65(16) 


(2)11.8-12.3(4) 
(13)$4.03-4.51 
(13)$4.00-4.41 
$3.63 


me .... 88. 
Ne 6 fue no sulf, 


. $3. Bam 


. .$3.10(7) 
. .$3.28(2) 


$3.25(2) 


. .$4.81-5.02(3) 


$4.76(3) 
Bunkers C, bunkers $3.10(12) 


(2)11.8-12.3(4) 
(13)$4.03-4.51 
(13)$4.00-4.41 
$3.63 

$3.60 


$3.13(13) 
$3.10(7) 


$3.28(2) 
$3.25(2) 


$4.81-5.02(3) 


$4.76(3) 
$3.10(12) 


(2)11.8-12.3(4) 
(13)$4.03-4.51 
— 


$4.81-5.02(3) 


$4.76(3) 
$3.10(12) 


(2)11.8-12.3(4) 
x(13)$4.03-4.51x 
x(13)$4.00-4.41x 
x$3.63x 

x$3.60x 


x$3.13(13)x 
x$3.10(7)x 


x$3.28(2)x 
x$3.25(2)x 


$4.81-5.02(3) 


$4.76(3) 
x$3.10(12)x 
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Retinery and Terminal Prices 





DISTILLATES & FUELS DISTILLATES & FUELS 
Norfolk, Va. June 10 June 3 May 27 May 20 Tampa, ae June 10 June 3 May 27 May 20 


Kerosine/No. 1.. .12.5(7) 12.5(7) 12.5(7) 12.5(7) i 13.1(9) 13.1(9) 13.1(9) 
Di 2 ela 11.4-11.9(6) 11,4-11.9(6) 11.4-11.9(6) 11,4-11.9(6) No. ee .1(7) 12.1(7) 12.119 12.1(7 


, 8 
11.8-12.3(4) 11.8-12.3(4) 11.8-12.3(4) 11,8-12.3(4) plan . 12.1(6) 12.1(6) 12.1(6) 


$3.14(3) $3.14(3) x$3.14(3)x uar '$2.92-3.01(3) pare $2.92-3. ne ey tit 
* .$3.08(4) $3.08(4) $3.08(4) x$3.08(4)x Liss $2.89-2.99(3) $2.89-2.99(3 $2.89-2.99(3) x$2.89-2.99(3)x 


$4.81-5.02(3) $4.81-5.02(3) —$4.81-5.02(3) ——$4.81-5.02(3) nkers $5.082(5 $5.082(5) $5.082(8) $5.08(8) 
$2.89-2.90(3)  $2.89-2.90(3) —_x$2.89-2.99(3)x 
$4.76(3) $4.76(3) $4.76(3) 


$4.76(3) 
Bunker C, bunkers $3.08(6) $3.08(6) $3.08(6) x$3.08(6)x 


Pensacola, Fla. e : e o. 12.7 12.7 es 
jo. 1... 12.4(4) 12.4(4) 12.4(4) 12.4(4) * . 12.15 12.1 
¢ 1.5 11.503 11.503 \ . . y ‘ 12.45-13.15 12.45-13.15 
vind . a y 5 9-10. 35(2) ‘sh 10964) 9185 10-38(2) 
J 1 No. yee x 9. 35 ( 985-10. 
11.5(2) 11.5(2) 11.5@) No. 6 fuel. |... .8-8.75(2)x x8-9.6(2) 8.85-9.6(2) 8.85-0.6(2) 
Philadelphia, Pa. 
Kerosine/No. 1... (2)12-12.5(6) (2)12-12.5(6) (2)12-12.5(6) (2)12-12.5(6) pease s ap Cc. 
a (2)11.75-12.25(4) (2)11.75-12.25(4) (2)11.75-12.25(4) (2)11.75-12.25(4) _.12.3(7) 12.3(7) 12.3(7) 12.3(7) 
. .(2)11.4-11.9(6)  (2)11.4-11.9(6) (2) 11.4-11.9(6) (2) 11.4-11.9(6) No. 11 11.9(7) i 97) 11.9(7) 
. .(2)11.15-11,65(3) (2)11.15-11,65(3) (2)11.15-11.65(3) (2)11.15-11.65(3) : — shore 5 “ . 


lante. 12(8) 12(3) 12(8) 
$1238) @IULF12.3(8) (1181238) ()11.612.308) le 
(4) $4.13(4) $4.13(4) x$4.13(4)x Ligh wa saaaad $3.99 x¥3.00 


1, 
$3.83(5) $3.83(5) x$3.83(5)x bunk $4.80(3) $4.89(3) $4.89(3) 
$3.13(3) $3.13(3) x$3.13(3)x 
$3.10(8) $3.10(8) x$3.10(8)x Okla. (Okla. shpt.) 
42-44 w.w. kero. .(3)10.5-11.375  (8)10.5-11.375 (3) 10.5-11.375 (8) 10.5-11.375 
$3.28(5) $3.28(5) x$3.28(5)x & abv. di. 
$3.25(5) $3.25(5) x$3.25(5)x 


$4.81-5.02(3) $4.81-5.02(3) $4.81-5.02(3) 


unke' $4.76(3) $4.76(3) $4.76(3) $4.76(3) 
Bunker C, bunkers $3.10(10) $3.10(10) $3.10(10) x$3.10(10)x Okla. Group 3 (Northern Shpt.) 


Pt. Everglades, Fla. 42-44 w.w. kero... (3)10.375-11,125 (3)10.375-11.125 (3)10.375-11.125 (3)10.375-11.125 x 
fo. 1...13.2(4 13.2(4 13.2(4) 13.2(4 58 & abv. di. 
12.2(4 12.2(4) 12.2(4 Diceel 10-11. 10-11.125 10-11,125 10-11.125 
y (4)10-11.125 (4)10-11.125 pe y 
12.2(4) 12.2(4) 12.2(4) (4)9.375-10.5  (4)9.375-10.5 (4) 9.375-10.5 
(2)$2.35-2.60 (2)$2.35-2.60 (2) $2.35-2.60 (2)$2.35-2.60 
$3.03(3) $3.03(3) x$3.03(3)x 
$3.00(4) $3.00(4) x$3.00(4)x N. Tex. (Tex. & New Mex. shpt.) 
‘ : $5.124(4) $5.124(4) $5.124(4) Sit ge. bee. 9.9-11.25 9.9-11.25 9.9-11.25 9.9-11.25 
jo gag $3.00(3) AO) wuaee) ae We ccs d 9.9-11.375 9.9-11.375 9.9-11.375 9.911.375 
ortland, Me. No. 6 fuel $2.50-2.60 $2.50-2.60 $2.50-2.60 $2.50-2.60 
Kerosine/No. 1... (3)12.2-12.7(6)  ()12.2-12.7(6)  (3)12.2-12.7(6) —_ (3)12.2-12.7(6) 
No. 2 fuel. ......(3)11.6-12.1(6) — (3)11.6-12.1(6) — (3)11.6-12.1(6) (3) 11.6-12.1(6) W. Tex. (Tex. & New Mex. shot.) 


Diesel oil, shore 
.12.2-12.5(2) 12.2-12.5(2) 12.2-12.5(2) 12.2-12.5(2) 42-44 w.w. kero. .11-11.5 11-11.5 1-115 Heth 


.20(3) $3.20(3) $3.20(3) x$3.20(3)x Diesel........ 10.75 10.75 10.75 10.75 

o barge es $3.12(2) $3.12(2) en 10) rym po et 
Bunker C, bunkers $3.12 $3.12 $3.12 x$3.12x . 
Providence, R. 1. No. 6 fuel. .... . (212 ‘60 (2)$2 60 (2)$2.60 (2)$2.40 


Kerosine/No. 1... (3)12.1-12.6(6)  (3)12.1-12.6(6) | (3)12.1-12.6(6) (3) 12.1-12.6(6) E. Tex. (Truck transport lots) 
Dice si, = (3)11.5-12(5) (3)11.5-12(5) (3)11.5-12(5) (3)11.5-12(5) 42-44 wr. ke kero 10-1075 10-10.75 10-10.75 10-10.78 
11.9-12.4(2) 11.9-12.4(2) 11.9-12.4(2) 11.9-12.4(2) ba 
' $4.10(4) $4.10(4) x$4.10(4)x Diesel 5-10. 9.5-10.5 9.5-10.5 
- 6 fuel, no sulf. }. ool, 9.75-10.98 ki 9.75-10.25 9.75-10.25 
Serie $3.18(4) $3.18(4) x$3.18(4)x No.6 fuel..... .$2.45-2.75 . 45 -f:. $2.45-2.75 $2.45-2.75 
$3.11(4) $3.11(4) x$3.11(4)x 


4)9.5-10.5 4)9.5-10.5 


10.125-11.625 

(4)10,125-11.125 0. xT STR 126 pum. 125 
(4)9.5-10.5 

2.35-2.7 $2.35-2.70 $2.35-2.70 


pian 
No. 6 fuel, no wall, 


as enh. 9.303 Cont. W. Tex. (Truck transport lote) 

33-3.79 79 x$3.33-3.79 

do $526 $3.26 $3.26 x$3.26x peng " ds os . 

Bunker bunkers $3.11(2) $3.112) $3.11(2) x$3.11(2)x Diesel..... 10. is 10.75 10.75 10.75 

Savannah, Ga. No. 6 fuel. ‘ $2.40 $2.60 $2.40 

Kerosine/No. 1... 13.2(7) 13.2(7) 13.2(7) 3.2 

No. 2 fuel.......12.2(7) 12.2(7) 12.2(7) 2.3 Kans. ‘For Kans. destinations only) 

Diesel oil shore 42-44 w.w. kero. (5)10.625-10.75 (5)10.625-10.75x (3)10.625-11.25 — (3)10.625-11.25 
plants.........12. 12.2(5) 12.2(5) & be’ 

- $3.62 $3.62 J Diesel. F 10. 10.125 10.125 10.125 


. da. 
$3.07(6) $3.07(6) x$3.07(6)x Diesel 10.3.75-10.75 — 10.375-10.75 10.375-10.75 10.375-10.75 
$3.04(6) $3.04(6) x$3.04(6)x No. (4)10.25-10.5 (4)10.25-10.5 10,125-10.875 10.125-10.875 
. i 9.5-9.875 9.5-9.875 


9.5-10.25 9.5-10.25 
$5.124(5) $5.124(5) $5.124(5) $2.90 $2.90 $2.90 $3.00-3.05 
$3.04(3) $3.04(3) x$3.04(3)x No. (3)$2.45-2.70 (3)$2.45-2.70 $2.45-2.95 $2.45-2.95 


REPUBLIC OIL REFINING COMPANY 


DIVISION OF PLYMOUTH OIL COMPANY 








HERN TERALS nest Quality 
site Poname City, Fis. Petroleum Products EXECUTIVE OFFICES: 
Sirminghom, Ale. 

Montgomery, Ala. e Gasoline Benedum- Trees Bidg.. 


_ e Kerosene 


sean Columbus, 
Port Everglades, Fle. en e Diesel Fuel PITTSBURGH, PA. 


Wemyss Fe seen, $C e Heating Oils 
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June 1 
Ark. (For shpt. to Frk. & La.) 
42-44 w.w. kero. . tis 
il 


36-40 gravity fuel ML: 25 


oll Cay: 
Keros 


(2)12.3-12.75 
36-40 gravity fuel 12 


Central Michigan 
46-49 as. kero. a iat 


DISTILLATES & FUELS 
June 3 


11.5 
11.6 


(2)12.75-13(2) 
(2)12.5 


(4)12 
(2)11.25 


13-13.25 
11.5-12.5 
12.5(2) 
11.75-12.25(2) 
(2)12.9-13.9 
12.3-12.55 


(2)12.65-13.45 
2 12.3-12.75 
1 


ieee 
(4)14.1 

14.6 
(4)13.3-13.6 


x9.6-10.05(2)x 
x8.6-9.3(2) 


May 27 


116 
11.5 


10.625 


11 
10.625 
$3.10 
$2.90 
$2.75 


(2)12.75-13(2) 
(2)12.5 

12.5 

(4)12 

(2)11.25 


13-13.25 
11,5-12.5 
12.5(2) 
11.75-12.25 


On. + 4 
2.55 


(ia. (05-13. 45 
(2)12.3-12.75 
12 


(3)14.4-14.8 
(414.1 

14.6 
(4)13.1-13.6 
I 
(2)10.05-10.3 
(3)9.3 


Ohio Quotations of 8. 0. Ohio for delivery to Ohio points. 


(4)$2.85-3.05 
. 15() 
10.5-14.7(2) 
10-13.2(2) 
(2)$3.40-3.65 
aaa 


or more): 
40-43 w.w. kero. . 18.5(2) 
Stove 


13.6 
13.4 
12.4 


10.5-12 
(2)10-11.25 
$3.40-3.65 
(4)$2.85-3.05 
15(2) 
10.5-14.7(2) 
10-13.2(2) 
(2)$3.40-3.65 
(4)$2.85-3.05 
18.5(2) 
1§,2(2) 
13.7(2) 


15.5(2) 
15.2(2 


x13.6 
x13.4 
x12.4 


10.5-12 
(2)10-11.25 
$3.40-3.65 
(4)$2.85-3.05 
15(2) 
10.5-14.7(2) 
10-13.2(2) 
(2)$3.40-3.65 
(4)$2.85-3.05 
18.5(2) 
15.2(2) 
13.7(2) 


15.5(2) 
15.2(2) 


x(2)12.75-13(2) 
x(2)12.5 
x12.5x 


x(4)12x 
x(2)11.25x 


13-13.25x 
11.5-12.5 
12.5(2) 
11.75-12.25 


pe 9-13.9 
55 


3-12. 
G12. 65-13.45 
(2)12.3-12.75 
12 


(3)14.4-14.8 
(4)14.1 
14.6 
(4)13.1 13.6 
il 
(2)10.05-10.3 
(3)9.3 


10.5-12 
(2)10-11.25 
$3.40-3.65 
$2.85-3.05 
15(2) 
10.5-14.7(2) 
(2)10-13.2(2) 
(2)$3.40-3.65 
(4)$2.85-3.05 
18.5(2) 
15.2(2) 
13.7(2) 


15.5(2) 
15.1(2) 





DISTILLATES & FUELS 


June 10 


Tank Truck 1. Shae 
40-43 w.w. kero. . 


June 3 
13.7(2) 
$3.50-3.63 
$3.05-3.28 
19(2) 

15.7(2) 
14.2(2) 


Coast 
Ships’ bunkers, or deep tank lots. 


San Pedro, Calif 

Diesel—PS 200... $5.25(5) 
Bunker C—PS 400 (4)$2.80-2.95 
San Francisco, = 


Diesel— PS 200.. 46(4) 
Bunker C—PS dat (3)$2.85-3.00 


Seattle, Wash. 
Diesel—PS 200... $5.71(4) 
Bunker C—PS 400 (3)$3.20-3.35 


Diesel—PS 200... $5.71(4) 
Bunker C—PS 400 (3)$3.20-3.35 


$5.25(5) 

(4)$2.80-2.95 
46(4) 

{33$2.85-8.00 


$5.71(4) 
(3)$3.20-3.35 


$5.71(4) 
(3)$3.20-3.35 


Mexico 
Shipe’ t bunkers; U. S. dollars per bbl. of 159 liters. 


Veracruz 


$6.45 
$3.90 


BR 


Se 3: 
&s 83 


Sr oF 


eS 823 


$2.85 


May 27 
13.7(2) 
$3.50-3.63 
$3.05-3.28 
19(2) 

15.7(2) 
14.2(2) 


$5.25(5) 
x(4)$2.80-2.95 


$5.46(4) 
x(3)$2.85-3.00 


$5.71(4) 
x(3)$3.20-3.35 


$5.71(4) 
x(3)$3.20-3.35 


May 20 
13.7(2) 
$3.50-3.63 
$3.05-3.28 
19(2) 

15.7(2) 
14.2(2) 


$5.25(5) 
(3)$2.65-2.95 


46(4) 
ets 70-3.00 


$5.71(4) 
(3)$3.05-3.35 


$5.71(4) 
(3)$3.05-3.35 


SR SF SR Ss 
33 88 33 3h 


8 Sf 
& es 


At most Atlante Coast points prioas of some elles for ditillat fuels to bulk commercia 
consumers are 0.15 higher than prices shown. 


NATURAL GASOLINE 
Prices are to blenders on an basis shown; shipments may originate in any Mid-Con- 


tinent manufacturing distri 
tone ‘io 


FOB Group 3 
Grade 26-70 

(Quotations) 
FOB Breckenridge, Tex. 


Grade 26-70... . .3.5¢ 
(Quotat 


June 3 


4¢ 
(Quotations) 


3.5¢ 


(Quotation) 





Producer's oe prices, tank 


10 
Prepane: 
NewYorkHarbor 9.8 
Philadel Pa. 


x3 
. X3.75-4x 


x(2)3.5-5 
La..x3.875-5.375 
Shreveport, La. . .x3.75-4.25 
New Orleans... . .x3.875 


LP-GAS 
June 3 


9.8(2) 
9.3(2) 
8.5 
4-4.25 


roe 
(2)4.375-5.375a 
4.25(2) 

4.375 


May 27 
4¢ 
(Quotations) 


3.5¢ 
(Quotations) 


May 27 


9.8(2) 
. 2G) 


1425 
f 7)4-5(2)a 


May 20 
4¢ 
(Quotations) 


3.5¢ 
(Quotations) 


May 20 


9.8(2) 
9.3(3) 
8.5 


4-4.25 
(2 reed 





40 St., N.Y.C 


EV 8-4100 


PETROLEUM CORPORATION 





INDEPENDENT 
MARKETERS 








f 


Maine to South Ca 


Marketer of Petroleum Products 
NEW ENGLAND PETROLEUM CORPORATION 


New York Boston 


melinele, 


630 FIFTH 
NEW YORK 


AVENUE 
20,N. Y 
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Refinery and Terminal Prices 





LUBRICATING OILS 


Western Penna. June 10 June 3 
Viscous Neutrale—No. 3 col. Vis at 70 F. 
200 (180 at 100°) ae flash. 
0 27(2) 27(2) 
an 26(2) 
25(5) 25(5) 


25(2) 


24(2) 
23(4) 


29 

28 

27(5) 
600 s.r. filterable.. po epey 5 (3)20.5-21.5 
650 a.r. (3)21.5-22.5 (3)21.5-22.5 


‘ (3)23-24(2) 


(2)24-25(2) (2)24-25(2) 


id-Continent 
POD Tulsa basis, for domestic shipment only, bright stock, vis. at 210° neutrals, vis. at 


100° 0-10 p.p. 

Bright Stock—Conventional 

200 vis. D, 
25.5 
(2)23.5 
23 


vis. 
0-10 PD. Keene 22.5 
| > sepeapaea 


0-10 p.p., 95 vi. (4)25.5-26.5 (4)25.5-26.5 
Neutral Oiis—Conventional—Pale Oils 
vis. 


15.75 15.75 


16 
18.25 


18.5 
(2)18.75 
19 

19.25 
19.5 


22.5 


No. 2 col 16 
150 vis. No. 3 col.18.25 
180 vis. No. 3 col.18.5 
200 vis. No. 3 col.(2)18.75 
250 vis. No. 3 col.19 
280 vis. No. 3 col 19.25 
300 vis. No. 3 col.19.5 


Neutral Oils—Solvents—95 v. 
-22(3 e (2)31-3 > 


at. -25-22.25(3) ( HH 
(2)21.75-22.75(2 


3592.25(3 


(2)21.75-22. 7B | 2 


May 27 


27(2) 
2642) 
25(5) 
25(2) 
Fer 
23(4 


29 
28 
27(5) 


(3)20.5-21.5 
(3)21.5-22.5 


(4)23-24 
(3)24-25 


25.5 
(2)23.5 
23 


22.5 


(4)25.5-26.5 


15.57 

16 
18.25 
18.5 
(2)18.75 
19 


19.25 
19.5 


21-22(3) 
at 25-22. 


25 (3) 
)21.75-22.75(2) (2 


Cylinder Stocks 


600 s.r., 
olive green. ... 


for ex: 


1. 244 
29 i . » -(3)25-25.5 


28 
27(5) 


(3)20.5-21.5 
(3)21.5-22.5 
(4)23-24 
(3)24-25 


25.5 
(2)23.5 
23 


22.5 


(4)25.5-26.5 


15.75 


Gulf Coast Cargoes 
Grade 115/145... 
Grade 110/130. . 
Grade 91/96... 


(2)21-22(3) 
3 aya -25-22.25(3) 
21.75-22.7 5(2) Se 





BRIGHTESP 


NEWS IN SERVICE STATION LIGHTING 


Patent No. 


NEBW 


WIDE ANGLE COVERAGE 


NEW 


YEARS-AHEAD DESIGN — 
SINGLE OR DOUBLE-WING 


NEW 


RAPID-START LAMPS (400- 
600 WATTS PER UNIT) 


NEW 


NO-GLARE BRIGHTNESS 


NEW 


HINGED-POLE STYLING 


167558 











3423 Vistavia Drive 


174 


Etectrie Lighting 


Tucker, Georgia 


.. cuts lighting costs 30% 


APL SERIES 


by Electric Lighting Sales, Inc. 


The new APL means fewer units . . 
vastly increased visability. Its unique 
angled feature sets your station distinc- 
tively apart. 


Pre-adjusted angle for maximum light- 
ing efficiency means lower maintenance 
and operating costs. 


All aluminum, sealed-in light. Remov- 
able, snap-on plexiglas covers. 


Furnished complete, ready for installa- 
tion. Write for details — today! 


P. O. Box 1907 Stockton, California 


19.5 
Gulf Coast—Solvent Refined Oils from Mid-Continent grade crude; FOB ship at Gul: 


0-10 p.t., 95 v.i. 26.5(4) 
Neutral Oile—Vis, at 100-; 96 vA; 0-10 nt. 
100 vi 22.5(4 4) 


18.25(5) 
18,75(5) 
19.25(5) 


19.25 
17.75 
16.25 


Sales, Que. 


LUBRICATING OILS 


June 10 June 3 May 27 May 20 


19.5 19.5 19.5 


port. 
Bright Stock, vis. at 210- 
150-160 vis.: 


26.5(4) 26.5(4) 26.5(4) 


22.5(4) 
23(4) 
24(4) 
(3)25-25.5 


22.5(4) 
23(4) 


24(4) 
(3)25-25.5 


238 
24(4) 
(3)25-25.5 


Texas 
Vis. at 100- F., FOB 8, Tex. refineries for domestic and/or export shipment. 


15.5(5) 
17(5) 


17.5(5) 
18(5) 
18.25(5) 
18.75(5) 
19.25(5) 


15.5(5) 
17(5) 


17.5(5) 
18(5) 
18.25(5) 
18.75(5) 
19.25(5) 


15.5(5) 
17(4) 


17.5(4) 
18(4) 
18.25(4) 
18.75(4) 
19.25(4) 


15.5(5) 
17(6) 
17.5(5) 
18(5) 
18.25(5) 
18.75(5) 18.75(5) 
19.25(5) 19.25(5) 


AVIATION GASOLINE 
June 10 June 3 May 27 
19.25 


16.25 


15.5(5) 
17(5) 
17.5(5) 
18(5) 
18.25(5) 


15.5(4) 
17(4) 
17.5(4) 
18(4) 
18.25(4) 
18.75(4) . 
19.25(4) 


May 20 





WITHOUT ISTURBING THE 


STANDARD CENTRIFUGAL PUMPS 
for Bulk Station Service 





@ 7 Sizes: up to 600 gal. per min. 
@ Total Dynamic Head: up to 275 ft. 


@ Available from stock in A// /ron, Bronze 
Fitted, or Stainless Stee/ Construction. 


Write for Circular No. 190N 


HEC 


[Jean Brovutes Pumps [ne 
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AVIATION GASOLINE 
(MIL-F-5572) 
June 10 June 3 May 27 


Grade 100/130. . . 19.85-20.1 19.85-20.1 
Grade 91/96 . . 18.35-18.6 
Grade 80 17.85-18,1 17.85-18.1 


19.85-20.1 
18.35-18.6 
17,85-18.1 


18.35-18.6 
17.85-18.1 


Norfolk, Va. 

Grade 100/130. . .20.1 20.1 20.1 20.1 
18.6 18.6 18.6 18.6 
18.1 18.1 18.1 18.1 

Toledo, Ohio 

Grade 100/130. . . 19.85(2) 19.85(2) 19.85(2) 19.85(2) 

Grade 91/96 18.35(2) 18.35(2) 18.35(2) 18.35(2) 

rade 80 18.35 18.35 18,35 18.35 


PARAFFIN WAX 
June 10 June 3 May 27 May 20 

Western Penna, (t.c. in bulk) 
124-6 AMP white 

crude scale. . . .6.25(3) 6.25(3) 6.25(3) 6.25(3) 
Atlantic Seaboard 

Melting points are AMP, 3° higher than EMP. Prices for carload lots, Domestic prices 
FOB refinery; seale in or bbis.; fully refined, slabs loose. Export prices FAS; scale in 
bags or bbis.; fully refined in bags or cartons, 


New York Domestic 


124-30 white erude 
scale 8. 6(3) 8.6(3) 8.6(3) 


9.05(4) 
9.05(4) 
10.55 


7. 35(3) 


9.05(4) 
9.05(4) 9.05(4) 





NAPHTHAS & SOLVENTS 
June 10 June 3 May 27 Mya 20 
Baltimore, Ma. 
Mineral spirits. . . 17.5(5) 17.5(5) 17.5(5) 17.5(5) 
Boston, Mass. 


V. M. & P. 

na 19.5(4) 19.5(4) 19.5(4) 19.5(4) 
Mi spirits. . .18.5(4) 18.5(4) 18.5(4) 18.5(4) 
New York Harbor 
V. M. & P. 

naphtha 19(4) 19(4) 19(4) 
Mi spirits. . .18(5) 18(5) 18(5) 18(5) 
Philadelphia, Pa. 
V. M. & P. 

naphtha 18.5(4) 18.5(4) 18.5(4) 18.5(4) 
Mineral spirits. . . 17.5(5) 17.5(5) 17.5(5) 17.5(5) 
Providence, R. |. 
Mineral spirits. . . 18.5(3) 18.5(3) 18.5(3) 18.5(3) 
FOB Group 3 
Stoddard solvent . (3) 13.375 
Cleaners naphtha. (2)13.875 
V. M. & P. 


(4)13.875 


(3)13.375 
(2)13.875 


(4) 13.875 
Mineral spirits. . . (4)12.875 (4)12.875 (4)12.875 (4) 12.875 
Rubber solvent... . (4)13.875 (4) 13.875 (4)13.875 (4) 13.875 
Lacquer diluent. .(2)14.125-14.375 (2)14.125-14.375 (2)14.125-14.375 (2)14.125-14,375 
Benzol diluent. . . (2)15.125-15.625 (2)15.125-15.625 (2)15.125-15.625 (2)15.125-15,625 


Western Penna. 


(3) 13.375 
(2) 13.875 


(4)13.875 


(3) 13.375 
(2)13.875 


(4) 13.875 


Oil City: 
Stoddard solvent. 18 18 


Pittsburgh: 
Stoddard solvent. 18(3) 18(3) 


JET FUEL 
(MIL-F-5624) 
June 10 June 3 May 27 May 20 
Gulf Coast Cargoes 


Grade JP-4 (2)10.5-11 (2)10.5-11 (2)10.5-11 (2)10.5-11 


PETROLATUMS 


Western Penna. June 10 June 3 May 27 May 20 
Bbis.; carloads; tank cars, 2.25¢ less. 

Snow white...... 8.625(4) 8.625(4) 8.625(4) 8.625(4) 

Soft white....... 8.25(4) 8.25(4) 8.25(4) 8.25(4) 

Lily white....... 8.125(4) 8.125(4) 8.125(4) 8.125(4) 
(2)7.625-7.75(2) (2)7.625-7.75(2) (2)7.625-7.75(2) (2)7.625-7.75(2) 
(3)6.75-6.875 (3)6.75-6.875 (3)6.75-6.875 (3)6.75-6.875 
(3)6.75-6.875 (3)6.75-6.875 (3)6.75-6.875 (3)6.75-6.875 

(3)6.5-6.625 (3)6.5-6.625 (3)6.5-6.625 
Spayene | 6.375(3) 6.375(3) 6.375(3) 








ORDER YOUR 
NEW 


(33rd edition) 


OIL PRICE 


for 1956... As always a limited 
edition ... $20 per copy... Send 
check or we can bill you later .. . 


Mr. R. H. Loyer 
Platt’s Oilgram Price Service 


MULTI-PURPOSE MANHOLE oo x oe 
(non-locking type) 


| Manufacturers Representatives 


| 
Containing all vital price information GS— UNIVE RSAL VA tvs COM PANY 


proc o nn 


| Complete Line of MANHOLES 


Three types fill most needs. In sizes 6” 1.D. x 6” deep, 8” LD. x 7%” 
deep and 10” ILD. x 7%” deep, manholes are of rib-reinforced cast 
iron. No. 60 is steel skirted. No. 61 is non-locking. No. 62 is locking 
type, all-cast-iron. All have non-skid diamond tread on lid with space 
for product identification to your specifications at no extra charge. 


—- a 
ore oe 
oe oe 
ae oe 
oe 
oe oe 
oe 


NO. 61 ALL-CAST MANHOLE :.: 


(non-locking type) ag : (locking type) 


0 Send complete information 











ZONE 





| 
| 
| 
! 
| 
330 W. 42nd St., New York 36, N.Y. Le 
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Tank Wagon prices 


_ Prices for gasoline do not include taxes; they do however, include where levied are indicated in footnotes. Discounts if any, are shown 
inspection fees, amounts of which may be obtained by writing to in footnotes. These prices in effect June 15, 1957, as posted by 
NPN. Gasoline taxes, shown in separate column include 3¢ federal principal marketing companies at their headquarters’ offices, but 
and state taxes; also city and county taxes as indicated in footnotes. subject to later correction. 

Kerosine tank wagon prices also do not include taxes; kerosine taxes 


Socony Mobil 





Mobilgas Gasoline *Mobilfuel *Mobilheat 


— 

Dir. ons. Gasoline Diesel (No, 2 Fuel) 
; T.W. T.W. Taxes t T.C Yard 

New York City 

Manhattan . 
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Boston, Mass. . 
Concord, N.H. . 
Lancaster 
Manchester .... 
Portsmouth .... 
Providence, R.I. 
Burlington, Vt. 
Rutland . 
*Com. cons. t.c. prices 0.15¢ higher. 
Taxes: NYC prices are ex 3% city sales tax, Syracuse prices ex 2% city sales tax. 
unts: Mobil Kerosine & Mobilheat—NYC (all boroughs) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diesel 
—all points, t.w. less 0.5¢ for deliveries of 800 gal or more. B 
Notes: Premium-grade t.w. ogg 3.5¢ above regular. Jamestown t.c. prices are delivered, all other t.c. prices FOB bulk terminals. 
Effective dates: xMay 10, tMay 11, AMay 21, +May 16, “May 15, #May 18, @May 14, @June, ttJune 5, xxJune 11. 


x12. 
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x11.65 


pe 12.1 
#168 x11.9 
x13.4 
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indiana Tank wagon prices listed below were obtained by OIL- : Prices are tank truck posting, ex all taxes, ly- 
Standard GRAM correspondents who visited Standard of Indiana eee of ing for deliveries of 400 gal or more; see below 
bulk pints where the company’s prices are publicly California for other deliveries. 
posted. 


| 
| 


Red Crown Gasoline Standard 
oe. “Caen Wading Kernen 08s - 
r. ons. asotine ime i- . ‘ 
T.W. T.W. Taxes T.W. gal er fon. Frandioos, Coll. 


Los Angeles ... 
Chicago, Ill. .. 17.3 19.3 Fresno . 
South Bend, Ind. 17.4* 19.5 Phoenix, Ariz. . . 
Detroit, Mich. 17.3 Reno, Nev. ... 
Mpls.-St. Paul, Minn. Portland, Ore. 
Des Moines, Iowa Seattle, Wash. 
St. Louis, Mo. Spokane 
Wichita, Kansas acoma ide 
Omaha, Neb. Boise, Idaho .. 
Fargo, N. D. x11.9 Salt Lake City, Utah 
Huron, S. D. Honolulu, T. H 
Milwaukee, Wis. . . 17.8 


Fairbanks, Alaska _ 
(a) See below for prices on larger quantities. : 
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Juneau 


Panag Senaies earta *Standard No. 2 Burner Oil. 
urnace e! uel : F a 
100-399 400 gal 1-749 750 gal 1-749 750 gal Taxes: Honolulu—Diesel/furnace oil price is ex 1¢ territorial tax; 


gal &over gal S&over gal & over Sod a Hawaiian gross income tax of 1% to resellers, 
Chicago : 15.1 14.6 1249 2 38,7° ALES 1204 se " 
Standard Furnace Oil otes: ries 
-—" eg “a he nae a tay Bare ano 400-gal-and-over price 1¢ for 40-199 
ga ga ga over over vron (re r to -an r price or 
Mpls.-St. Paul ..... 16.0 15.3 14.8* al, ye for 200-399 gal, ex to marine trade in Alaska where 
Milwaukee # A16.0 15. 5¢ differential applies to 40-399 gal; for less 
, ‘ f , : gal, except at Honolulu add 5¢ for less than 40 
Taxes: St. Louis gasoline tax includes !¢ city tax. Des Moines and less than 100 gal to shoreside trade. Chevron (premium) 
kerosine & furnace oil prices do not include 7¢ state tax. State sales, prices arc 3.2¢ higher than Chevron (regular) quantity de- 
occupation, consumer & use taxes to be added, where applicable. livered at points wel except Salt Lake City—3.0¢. 
Discounts ats: Red Crown c.t-w. prices at some points subject to Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 gal, 
varying discounts for quantity deliveries. 6¢ for 20-199 gal, 3¢ for 200-399 gal: tank car/truck trailer, deduct 
*Temporary price. 3.5¢. Diesel, furnace & stove oils—Add to <0-qab end over price 5¢ 
Effective dates: xJune 10, +June 11. for less than 40 gal, 1¢ for 40-199 gal, 0.5¢ for 399 gal. 














PETROLEUM CALCULATOR CARDS 
ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


S New Feature: 1000 to 9000 GALS, in 1000 STEPS. | FREE Description on Request 
EGREE DAY SYSTEMS 39-30Nn 58th st. WOODSIDE Hr N.Y. TWining 8-6666 


0 Figure vse our FAST, EASY-TO-READ 
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fsso 
Standard 


iceate City, N. J. 


pelieaes. Md. 
Cumberland 


yrasnaton, D. C. 


Danville, Va. 
+ ae se 
Norfolk 


Charleston, W. Va. 


Fairmont 
Parkersburg 


a 


Kerosine & 
Gasoline No.1 Fuel No. 2 Fuei 


Taxes 


Peay 
oo 


x15.4 


x 
x15.4 x 


x 


x 


14. 
14. 
x15. 

15. 

x15. 
x15. 
xt 
1 


9 
9 
0 
7 
7 
3 
7 
1 
6 


x14, 
5. 
6. 


Fuel T.W. 
x15.55 
x15.95 
x15.95 
x15.95 
x16.25 
x16.25 
x16.5 
x16.5 
x16.5 
x16.5 


Philadelphia, Pa. 
Reading 
Allentown 
Harrisburg 
Wilkes-Barre 
Williamsport 
Pittsbur 
Altoona 

Erie . 
Greensburg 
Wilmington, Del. 
Hartford, Conn. 
New Haven 
Boston, Mass. 


Springfield 
Providence, R. I. 
Camden, N. J. 
Newark 
Albany, N. Y. 
Binghamton 
Buffalo 

Elmira 
Rochester 
Syracuse 
Watertown 
Baltimore, Md. 
Richmond, ‘i 
Charlotte, N. 
Jacksonville, 
Miami 


Salisbury . 
Charleston, S. C. 
ee ee 

nburg . 

ew Orleans, La 
Baton Rouge 
Alexandria ; 
Lake Charles ... 
Shrev S 
New Iberia .... 
Knoxville, Tenn. 
Memphis ... ‘% 
Chattanooga 

ville 
Little Rock, Ark... 17.1 17.6 
Price applies for kerosine only. 


Effective dates: +May 14; xJune 14. 
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Pennsylvania* 
Zone 1* Zone 2* Zone 3* Taxes No.5 No.6 


19.9 20.4 20.9 8.0 Phila. #10.63 98.96 
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Suggested retail 
Dealer cost: 
23% below 
suggested retail 
Consumer t.w. 15.8 16.2 16.6 8.0 

Notes: Premium-grade t.w. prices 3.5¢ above regular. Kerosine— 
Penna., add 1¢ gal for t.w. deliveries under 100 gal at one time. 
Camden—Add 1¢ hae deliveries of 100-299 gal, 2¢ for under 100 gal. 
*Zone 1: Phila., Chester, Bucks & Montg. counties. Zone 2: 
Adams, Berks, C ie Columbia, Cumber., Dauphin, Franklin, 
Juniata, Lacka., Lancas., Leban., Lehigh, Luz., Lyc., Monroe, Mon- 
tour, North., Northum., Perry., ‘Schuylkill, Snyder, Sullivan, Union, 
Wyoming, York. Zone 3: Ali other counties. 

* Atlantic’s 3-zone system initiated 12 midnight, April 17. 

Effective dates: #May 10; @May 14; AMay 29; @June 4; @June 6; 
+June 12; xJune 15. 


No. 4 Fuel No. 6 Fuel 
+$4.553 +$3.683 
Baltimore, Md. .. . + 4,79 + 3.73 
Washington, D. C. 1,050 gal minimum + 4.98 + 3.83 
Taxes: Louisiana kerosine prices do not include 1¢ state tax. 


Notes: Kerosine/No. 1—Atlantic City prices are for deliveries of 
300 gal or more; add 1¢ for 100-299 gal, 2¢ for less than 100 gal. 
Premium-grade t.w. prices 2.5¢ above regular. 


Build for 


e Serving the 


Heavy Fuels 
Newark, N. J. 








World’s Largest Marketers 


Highest Quality Private Brand 


STORAGE 
BATTERIES 


Ligh Qualit) 


AZ ze! ; 
arte 
Build with 
PORCELAIN ENAMEL 
PANELS and SIGNS 


by A 


( Ons Sle nt ij 


It's good business to dress up your 
station’ with National Porcelain En- 
amel Panels and Signs. They can't 
fade, will retain their good looks for 
years, require a of upkeep 


PRICE BATTERY CORPORATION | 


lk 


ee ee PA. 
- WAPAKONETA, 0. - WALTHAM, MASS 





Porcelain Metal Products Division 


Executive Offices: 
2 Gateway 
Center 
Pittsburgh, Pa 


Manufacturing 
Plants: 
Ca:negie, Pa. 

& Charlotte, N.C. 


ATLANTA, GA 





NATIONAL METAL 
PRODUCTS COMPANY 
e 





Member: Porcelain Enamel Institute 
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Tank Wagon Prices 





Ohio Standard 


Gasoline Kerosine 
Ww. 


Cincinnati 
Cleveland 
Columbus 


Mansfield 
Marion 
Portsmouth 
Toledo 
Youngstown 
Zanesville 


x21.9 
21.9 F 
21.9 8.0 


x20.8 
20.8 
20.8 


T. 

16.1 
16.1 
16.1 
16.1 
16.1 
16.1 
16.1 
16.1 
16.1 
16.1 
16.1 
16.1 
16.1 


No. 


1 No.2 
Sohio- 


Sohio- 


Heat 


16.1 
16.1 
16.1 
16.1 
16.1 
16.1 
16.1 
16.1 
16.1 
16.1 
16.1 
16.1 
16.1 


Heat 
15.1 
15.1 
15.1 
15.1 
15.1 
15.1 
15.1 
15.1 
15.1 
15.1 
15.1 
15.1 
15.1 


Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal or more; for 50-99 gal, add 1¢; 
1-49 gal, add 2¢. Premium-grade prices: consumer t.w. & s.s. 4¢ above regular, resellers 3. ¢ 


above regular. S.S. prices are at company-operated stations. 
xEffective May 29. 





Imperial Oil (Prices are per imperial gal., to arrive at price per U. S. gal., subtract 1/6th.) 
Esso 


(Esso Gasoline Regular) 
Dealer Gasoline 

A Taxes 

NS sss widle's cc wards ole 24.2 17.0 
IS BS? cs wy cps Cheseh a 

a ee ee ST cee hake eutiee 40 

Charlottetown, P.E.I. . : 

Pe ON 2 gre ache > ow oe 

Toronto, Ont. 
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Winnipeg, Man. 
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SEL SISTER TOR I 

Calgary, Alta. ...... sais Sav ke a 

Edmonton, Alta. ......... 

Wi Is Bes os ine Hdkicd cs ueeues 

Taxes: Gasoline taxes are provincial taxes. 


Notes: : 
Premium-grade gasoline t.w. prices 3¢ above regular. 
xEffective June 3. 


Kerosine 
T.W. 
26.7 
25.7 
27.7 
28.5 
26.6 
26.3 
26.3 


Furnace 
No. 2 fuel 


19.7 
18.7 
18.7 
20.6 
19.3 
18.8 
18.8 
18.4 
20.6 
17.1 
17.4 
16.4 
15.7 
18.6 








NOW! Refinished 


PERMA-VIS COMPUTER WHEELS 


for as little as 


$97 


Of 18 WHEELS 


PER COMPLETE SET 


F.0.B. East Dedham, Mass. 


Humble 

Gasoline Gaso- Kerosine 
7 line Tank Re- 
T.W. Retail Taxes Wagon tail 


Humble 
Oil 


14.3. 18.5 
14.3 18.5 


t6.3* 
16.3* 


20.8 8.0 


20.8 8.0 
16.2 21.7 8.0 143 18.5 
San An- 


tonio 16.5* 20.8 8.0 143 18.5 
Notes: T.W. prices are to all classes of 
dealers & consumers, Esso Extra t.w. prices 
2.5¢ above regular; Golden Esso Extra 2.5¢ 
above Esso Extra to contract dealers only. 
*Sales to contract dealers 15.6¢. 


Houston 


Kentucky 
Standard 


Covington, Ky. 
Lexington 
Louisville 
Paducah . 
Jackson, Miss. .. 
Vicksburg 
Birmingham, Ala. . 
Mobile ........ 
Montgomery 
Atlanta, Ga. .. 
Augusta . 

Macon 
Savannah 


— ee es eee es ee 

NNN PP ec 
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SrSooweLcweemnvnrocosooeess 
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— 
~ 
wa 
—_—— 


Taxes: 

Gasoline tax column includes these city & 
county taxes: Mobile, 2¢ city; Birmingham, 
1¢ county; Montgomery, 1¢ city & 1¢ county; 
Pensacola, 1¢ city. Other taxes not i ded 
in prices: Georgia, kerosine, 1¢; Mont 
ery, kerosine, 1¢; Mississippi, kerosine, 0.5¢. 


Fire-Chief Gasoline 
| won mad Grade) Kerosine 
Gasoline Dealer 
3 Taxes T.W. 


Texas Co. 


San Angelo 
Waco .... 
Austin 
Houston 
San Antonio , 
Port Arthur g k 14,3 
Notes: T.W. prices are for min. 50-gal. de- 
liveries; they apply to dealers & consumers. 
Premium-grade t.w. prices 3.5¢ above regu- 
lar, except El Paso, 2.5¢ higher. 


90 G0 20 90 90 90 90 90 G0 90 G0 Ge 
oococoecococ[“ea 


Continental Oil 
(N. B. Prices are Continental's tank wagon 
prices. Current selling prices may vary from 


You can get refinished PERMA-VIS 
wheels (with INDENTED figures) by 
sending in your used, old-style computer 
wheels as exchange replacements — or you 
can buy them from us outright. Save money 
in your pump-repair program, reduce mainte- 
nance costs, and insure longer computer life 
in-the-field. Try our GUARANTEED service 
and prompt delivery for the very finest there 
is in computer-wheel and totalizer refinishing. 


WRITE TO-DAY 
for Complete Details 


the CAMBRIDGE company 


80 MILTON STREET, EAST DEDHAM, MASS, 





those shown because of local conditions). 


Conoco Gasoline 
T.W. Gasoline 
(Regular) Taxes 
17.6 9.0 
20.2 9 


Kerosine 
T.W. 


Denver, Colo. 17.7 
Grand Junction 
Pueblo 
Casper, Wyo. 
Cheyenne 
Billings, Mont 
Butte ‘ 
Great Falls 
Helena 
Salt Lake, U. . 
Twin Falls, Ida. 
Albuquer.,N.M. 
Roswell : 
Sante Fe 
Muskogee, Okla. 
Oklahoma City “a 
WMO ce AMS 10.5 
Taxes: Gasoline taxes include these city 
taxes; Albuquerque & Roswell, 0.5¢; Santa 
Fe, ne & Casper, 1¢. 
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Crude Oil Prices 





Domestic—Prices in effect June 15, 1957, but subject to later correction: in $ per bbl. of 42 U. 
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FIELDS EAST OF CALIFORNIA 
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S. gal. at the well. 
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Prices are shown by states and by general 
areas in most states. 


GRAVITY SCHEDULES 


ALABAMA—Citronelle 
10¢ above Schedule D: Gulf. 


ARKANSAS 
Bear Creek, Stephens & Other Fields: 
Schedule D: Esso, Arkansas Fuel, Sohio. 
Cairo & Other Fields: 
Schedule A: Esso. 
Magnolia & Other Fields: 
iey shove Schedule D: Esso, Arkansas Fuel, 
Haynesville & Other Fuels: 
10¢ above Schedule A: Esso. 


COLORADO 
Rangley: 
Schedule A: Phillips. 
Adams, Logan, Morgan, Washington, & Weld 
Counties : 
Schedule E: Stanolind, Pure, Sinclair. 


KANSAS 

Schedule A: Stanolind for all counties ex- 
cept Ellis, Graham, Osborne, Rooks, Russell, 
and Ln a Phillips for Greenwood County. 
Schedule C: Stanolind for Ellis, Graham, 
Osborne, Rooks, Russell, and Counties. 
Phillips ‘for all fields except Greenwood County. 
Pure, Sinclair, Texaco for all fields. Continental 
for Barton, Cowley, Elisworth, Harvey, Mc- 
Pherson, Reno, Rice, Rooks, Russell, Sedgwick, 
and Sumner Counties. Cities Service for ali 
elds. 


LOUISIANA—Central 
Catahoula Lake & Other Fields : 
Schedule F: Esso, Sohio. 
Hemphill & Other Fields: 
Se’ le G: Esso, Sohio. 
Olla & Other Fields : 
Schedule H: Esso, Arkansas Fuel, Sohio. 


LOUISIANA—Coastal 


Edgerly & Other penens 
Schedule G: Gulf 
Bayou Blue below 28¢ 


10¢ above Schedule 0 (24-29 gravity): Sun. 


LOUISIANA—East 


Bee Brake: 
Schedule I: 
Farview, Deibia soe Other Fields : 


le F: Sun, Sohio. 
Holly’ Rid Ridee & w Other Fields : 


LOUISIANA—North 
Ashland: 


Schedule A: Esso. 
Lisbon & Sugar Creek: 
Schedule D: Esso. 
thens, Caddo & Other Fields: 
10¢ above Schedule A: Esso, Sohio. 





LOUISIANA—South 


Lake Washngton: 
Schedule F: Esso. 

Anse La Butte & Other Fields: 
Schedule H: Esso, Texaco. 


MISSISSIPPI 


Carthage Point & Other Fields: 
Schedule F: Esso, Pure. 
Fayette Other Fields: 
nga le G: Esso, Sohio. 


‘Schedule I: Esso. 
Eucutta & Other Fields: 
50¢ below Schedule E (18-30 gravity): Gulf. 


MONTANA 
Elk Basin (Frontier) : 
Schedule E: Stanolind. 
Elk Basin (Embar-Tensleep & Madison): 
Schedule K: Stanolind & Carter (schedule 
extends down to 15 gravity). 
Sour Crude: 
Schedule sy Continental. 
Sweet Cru 
Schedule E: Continental. 
Cut Bank: 
Schedule A: Phillips, 


Pon 
Schedule M: Phillips. 


Carter, Texaco. 


NEBRASKA—Denver-Julesberg Basin 
Schedule E: Stanolind. 


NEW MEXICO—Intermediate Crude 


Schedule E: Gulf, Phillips, Stanolind, Tex- 
aco, Shell, Magnolia (schedule ends with 
below 15 gravity), Continental. 


NEW MEXICO—Sour Crude 


Schedule Q: Gulf, Phillips, Stanolind, Texaco, 
Sinclair, Magnolia, Continental. 


NORTH DAKOTA 
Schedule A: Stanolind, Pure. 


OKLAHOMA—Sweet Crude 
Schedule A: Phillips, Stanolind, Carter, 
Texaco, Continental, ell, Pure, Cities 
Service, Sinclair, Magnolia. 
OKLAHOMA—Sour Crude 
Schedule B: Stanolind, Carter, Texaco, Shell, 
Pure, Cities inclair (schedule ex- 
tends down to 15 gravity), Magnolia. 


TEXAS—East Texas Field 


$3.25 Flat Price: Cities Service, Humble, 
Phillips, Lh ig Sinclair, Gulf, Stanolind, 
Sohio, Magnolia, Shell, Sun. 


TEXAS East Central 
Schedule N: Humble, Pure. 
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TEXAS—Gulf Coast 

Goose Creek & Other Fields: 
Schedule O: Stanolind. 
10¢ above Schedule 0 
Humble, Sun, Gulf. 

Hastings & Other Fields: 
Schedule O: Humble. 

Anahuac & Other Fields: 
Schedule J: Humble, Sun. 


TEXAS—North, North Central 

Schedule A: Stanolind, Texaco, Continental, 
Pure, Sinclair, Magnolia (schedule ends with 
below 29 gravity). 
TEXAS—Northeast (Asphalt Crudes) 
Taleo & Other Fields: 

Schedule P: Texaco, Humble (schedule ex- 
tends down to below 15). 


TEXAS—Panhandle 
Carson, Gray, Hutchinson, & Wheeler Counties: 
Schedule Q: Humble, Texaco, Magnolia 
(schedule ends with below 29 gravity), Phillipe. 
Quinduno 
Schedule A: Phillips. 


TEXAS—Southwest 
Kelsey & Other Fields: 
edule J: ag Sun. 

Mirando & Other 

30¢ above Schedule 3 J * (24- -29 gravity): 
Humble, Sun, Tex 

25¢ above Schedule J (24-29 gravity): Sin- 

chair, Magnolia. 
Refugio Light & Other Crudes: 

20¢ above Schedule H: — 
— Races & Other Crudes: 

30¢ above Schedule J (ooze gravity) : 
Humble. 


TEXAS—West Central 

Schedule E: Humble, Stanolind, Texaco, 
Shell, Pure, Cities Service, Magnolia (schedule 
ends with below 25 gravity). 
TEXAS—West Texas Sweet 

Schedule A: Gulf, Phillips, Stanolind, Tex- 
aco, Shell, Pure, Ce Service, Magnolia 
(schedule ends with below 25 gravity). 

Schedule E. Gulf, Sinclair. 
TEXAS—West Texas Intermediate 

Schedule E: Gulf, Phillips, Stanolind. 


rexse Wat oan Sour Sechelt a, Bu 
~— in “4 
Dine, Cities Service, 


(24-30 gravity): 


Creek & Other Fields: 
Schedule E. Stanolind, Pure. 
hedule K: ps Suen. 

Winkleman Dome 


& Other Fiel 
K: Stanolind, pa ‘Sinclair, Stano- 
lind O & G (schedule extends down to 15 
gravity), Continental. 
: Continental. 
Converse, Johnson, Niobrara & Park Counties: 
Schedule E: E: Continental. 
Salt Creek Fie! o> Crude 
Schedule A: MSecnelingd eo 








Crude Oil Prices 








FLAT PRICES MICHIGAN 


Leonard Pipe Line: ® 
ARKANSAS nt oe NPN Gasoline Index 
Smackover (Ark. Fuel) . Fork. Pe fields : 
; Dealer T.W. Tank Car 


ILLINOIS Pure: 
i cents per . 
Basin (Carter, Texaco, Ohio Oil, Adams & Deep River 5 ( per gal.) 
+ Mogaaiia, | Pure, Ashland, Coldwater ; June 14... ‘ 13.37 
) 


Shared: Month ago , 13.44 
N. ) = ke oA y Grant a 
Dudley field (Sohio) ie Fa ee t Barryton-Sun Denslow : Year ago .. 16.58 12.85 
Plymouth (Ohio Oil) : y ware 
INDIANA ees Dealer index is an average of dealer 
Ind. (Sohio) MISSISSIPPI tank wagon prices ex tax in 50 cities. 
: : Baxterville: Tank car index is weighted average of 
KENTUCKY Condensate (Gulf) : following wholesale markets for regular- 
Butler Co. area (Owensboro- Crude (Gulf) , gtade gasoline, FOB refineries or ter- 
Ashland) ; 4 minals: Oklahoma, Chicago District, 
Owensboro area (Ashland) ... j MISSOURI Minneapolis-St. Paul, Western Pennsyl- 
Ragland Grade (Ashland) ; é St. Charles (Sohio) . vania, California, Philadelphia, Jackson- 


Somerset Grad Ashland J 
ee an fel _ e pools MONTANA ville, Boston, and Gulf Coast. 


Sohio) ... . Darling (Carter) 


OUISIANA OHIO TEXAS; 


eae (htinaiey Seiie Ce Cleveland & other fields (Sohio) 2.8 Chapel Hill 


Corning (Ashland ae . Condensate Sinclair) 

Greet —— ue) ee J Toankne = ” a : Crude (Sinclair) ws 
rania (Ark. Fuel) . Lima (Sohio) 2. Clay Creek (Sun) 
Ville Platte (Continental) q Conroe (Humble, Sun, Texaco) 
Darst Creek (Hum 
MICHIGAN PENNSYLVANIA—Penn. Grade Tomball hee ‘Magolia) 
Only lowest and highest postings of Allegany, N. Y. (Sinclair) Sad ... 488 Van (Humble) .. 
company are shown below. Bradford, Pa. (Seep) af x Van (Pure) 
Bay Pipe Line: Eureka, W. Va. (Seep) d 

Deep River vo), West Branch Middle Penna. (Seep) 5 h « hice 

(sour) Se rehab bole J Southwest Penna. (Seep) s i¢ Sand Draw Condensate 
Lake George : eH Ak ioe i i Zanesville, Ohio (Ashland) 3.2 Bie eeicir) 




















CALIFORNIA 


S. O. California prices. All gravities above those quoted take highest price offered for field specified. 
‘ Coal- Buena Elk Huntington Kettleman s Wheeler 
Gravity inga Vista* Hillst Beach Inglewood Hills ‘ Torrance Ridge Wilmington 


as 4 © 


: SSSSSESSRBBESSSSSSSSS 
NM SESRRSSSSNE: :: : 


; ge eneoconononononononononotens. - 
> RSSSSSSSSSSSISwW: - 


co coco cococececococononononornenN: - 
22 
- 


- 
= 

. co £0 00.69 co co. 09 co coco co no RO RO RO RO RO RS- . 
Py a © . . . 


> SSSRRSAESERSASSSES: - 


2. 

2. 2 
2. 2 
2. 2 
2. 2 
2. 2 
2. 2 
2. 2 
2. 8 
3. 3 
8. 3 
8. 3 
3. 8 
3. 3 
3. 8 
3. 3 
3. 3 
8. 3 
3. 3 
3. 3 
3. 3 


BAM me mcocet: - 
SSSSSSESEN: : 
« Goeococe coca coco cecocococonononononoeote- - - : 


; Sogegege ae cocece cocococecococononononenete 
> S2Ss 


eococococoescocoe- - ss s ss srsririiict 


*Prices are same for Elk Hills (Shallow) end "Midway Sunset 
+Stevens Zone. 
#Long Beach. 





Canadian Crude Prices Sturgeon Lake Triassic 


Cana ~ — oF peg ony ap 

in Canadian dollars per oO im 
Dependable Supply Aue . Manitoba 
Acheson /Stony Piel 5s 5 4 Daly ai 


Uniform High Quality [jE gaieeeeeseeeeeeeeeeene East Cromer (Daly) 


Duhamel 
Excelsior 


Naphthas & Solvents Fenabig Va ee Oil Springs Receiving Station 
Golden , Sarnia by t.w. or t,c. 
a 12th Line Receiving Station 


Joarcam-South 
KERR - Mc GEE iotiue-Woodbend 
OIL INDUSTRIES, Inc. Malmo Do 


New Norway D-2 .... 
New Norway D-3 
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Foreign—Prices in effect June 15, 1957, but subject to later corrections; in $ per bbl. of 42 U. S. gal., except as noted. 


VENEZUELA MIDDLE EAST 

Prices per bbl. for cargo-lot quantities, FOB vessels at ports shown; effective at time vessel Putees ave E , 

tenders for loading; subject to change without notice, and to availability and other terms stated ot Seeth week as —— pie Awe —— 

below; 2¢ per bbl. differential per degree of gravity applies for gravities below and above those sales taxes, etc., if any; FOB loading port in- 

shown, except as noted. Prices for crude oil sold at points other than those indicated subject dicated, for gravities shown ; 2¢ per bbl. differ- 

to variation from prices shown below to reflect any change in transportation and termini g ential per degree of gravity applies for below 
requirements. Key to companies posting: 1—Colon Development, 2—Compania Shell de Vene- and above those shown. 

, 3—Creole Petrolum, 4—International Petroleum, 5—Mene Grande, 6—Richmond Explo- 
ration, 7—Sinclair Oil & Refining, 8—Socony Mobil Co. de Venezuela, 9—Texas Petroleum. a 2 Gulf 
Crude FOB Port i Posted B Price ‘ ersian Gu 
Anaco Wax Puerto La Cruz .. 41.0-41. ; . ‘rude Gravity Price 
Bachaquero ... Las Piedras/Amuay .. eee Arabian (ex Rastanura) ‘ 
Bachaquero Las Piedras ~ Esso Export, M. E. Crude 
Bachaquero Las Piedras Sales, Mobil Overseas .. 34-34.9 $2.08 
Bachaquero Heavy Las Piedras |... . California Transport, Tex- 

Bolivar Dist. Heavy Bachaquero, Cabimas® aco Trading 34-34.9 


livar Dist. Heavy don .. Arabian, Safaniya (ex lIastanur 
livar Dist. Heavy Esso Export, MLE. Gite - 
Sales, Mobil Overseas, 
Texaco Trading 27-27.9 
California Transport 27-27.9 
Basrah, Iraq (ex Fao, Iraq) 
BP Trading, CFP 36-36.9 
Esso Export, Mobil Over- 
seas, Shell Pet 
Iranian (ex Bandar Mashur) 
Iran Atlantic, Tidewater- 
Iran, Am. Independent, 
Mobil Overseas, Shell 
Pet., BP Trading, The 
Texas Co. (Iran), Han- 
Cock Int'l, Signal Int’), 
Esso Export, Richfield 
Iran, Iran Calif., Gulf 
Int'l, CFP (Iranian 
Branch), Sohio-Iran, San 
Jacinto, Nat’l Iranian 
Pac. Western-Iran 
Iranian Light (ex Abadan) 
Atlantic, Tidewater- 
, Am. Independent, 
il Overseas, Shell 
BP Trading, The 
Texas Co. (Iran), Han- 
cock Int'l, Signal Int'l, 
Esso Export, Richfield 
Iran, Iran Calif., Gulf 
Int'l, CFP (Iranian 
Branch), Sohio-Iran, San 
Jacinto 
Pac. Western-Iran 
Iranian Heavy (ex Abadan) 
Iran Atlantic, Tidewater- 
Iran, Am. Independent, 
Mobil Overseas, Shell 
Pet., BP Trading, The 
Texas Co. (Iran), Han- 
cock Int'l, Signal Int'l, 
Esso Export, Richfield 
Iran, Iran Calif., Gulf 
5 Int'l, CFP (Iranian 
16.0-16.4 -45 Branch), Sohio-Iran, San 
.. 41,0-41.9 * Jacinto 31-31.9 
Pac. Western-Iran 31-31.9 
About 47/48 . Kuwait (ex Mina-al-Ahmadi) 





Las Piedras .... 
Las Piedras 
Las Piedras 
Cruces/Manueles oe eae 
Cruces/Manueles Colonchat .. 
ss oe 6.6.05 » 
Puerto La Cruz 
.. Puerto La Cruz 
. Puerto La Cruz 
Caripito 
Cabimas® 
Cardon ‘ 
Bachaquero .. 
P98 A 
Las Piedras/Amuay 
Las Piedras .... 
Las Piedras 
Las Piedras 
Lagunillast 
pS ee 
Puerto La Cruz 
Puerto La Cruz . 
Cardon . ‘¥. 
Las Piedras .... 
Las Piedras 
Las Piedras 


wa 
wo 


pavovovcvcocaaaaaann ovo 


«Bi 
...-. 26.0-26.4 
About 15/16 
Flat 
. About 15/16 
Flat 
Zi Flat 
. About iis 


NYPPPPPPPPNENNYNPRPYNPNYPLPYNEPPLPPNpPp! 
SSSSRORSY 


PUVWVWwWwWWWWU® 


Wwe MNNNNNN 
SN UIC CCCCoCSS: 
¥P 
MMV 
OOPS: 
clotcion 
= 
tt 


we 
WN LAAADASS 
NWNwD 

os 


San Lorenzot .... 
oj a's dein 4:3 
Puerto La Cruz 


Su 6. HAan 
sco 
*#+- 4 





AAAASSHISSSSS 


{WwW wNwwrenhy 
ploocapoccnconaanaccio 


— 
a 





SSBas 


Oo 
N 


> 
N 
_ 


don . Ri eek ine os 
Capure (Pedernales)+ 


Cargme........ 
Puerto La Cruz 


Puerto La Cruz 


Puerto La Cruz 
Joaqui Puerto La Cruz ... 
Joaqui Puerto La Cruz ... 
Joaqui Puerto La Cruz 
San Joaquin .. Puerto La Cruz 
Santa Barbara- 

cina Blend ........ Puerto La Cruz 

e 


YVNNWYYPLLEMPPRPPPPPPP! 


—whrn : 


Flat BP Trading, Gulf Kuwait, 
40 0-40 ee ‘ Mobil Overseas 31-31.9 
41.0-41.9 % Qatar (ex Umm Said) 
40.0-40.9 . Shell Pet., Mobil Overseas 41-41.9 
. 41.0-41.9 . Esso Export 41-41.9 
Bs ain nk PN NR a BP Trading, CFP 40-40.9 








34.0-34.9 
17.0-17 
17.0-17 
17.0-17 

Flat 
38.0-38 
38.0-38. 


: Eastern Mediterranean 
20.5-20. 


4 

4 

st Crude Gravity Price 

Arabian (ex Sidon, Lebanon) 

ae Esso Export 36-36.9 2.69 
: : M.E. Crude Sales, Mobil 
9 

9 

9 





Overseas 34-349 2.65 
Iraq (ex Tripoli, Lebanon/Banias, Syria) 
BP Trading, CFP, Esso 
Export, Shell Pet. 36.36.9 2.69 
Mobil Overseas 35-35.9 2.67 


-. 20.5-20 
. 20.5- 


ia 
tt 





FAR EAST 


Pris © ._ — Lard bbl. of pg 
Differential per 4 de: vity: *2.5¢ bbl. @3.5¢ bbl. xDifferential of 2¢ applies for each gal., _Lutong, Sarawak, as post y 
full 1 degree, gravity eis, 2.5¢ for each full % degree below 41.4. {Shallow Sarawak Oilfields Ltd., ex local port or other 
draft only. @ ter mooring. #Also available at La Salina at 3¢ bbl. less. tAlso available government charges, for crude within gravity 
FOB Puerto La Cruz. range stated, loaded in full cargo lots. 

Seria Light, 37-38 API ..........$2.75 


WhaWWwWWwNUWwK—aUYNA SWwNwuU N CO WWwNNN ow UWWUON'’ &OCUNNNUONYUENWNNNNY WT WW — NERUUANNANNNSUNW 


MNNNPNNNNI 
228345 


— 
o 
“a 
¢ 
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Sleek aitates 


Gasoline Consumption by States, February 1957 


(American Petroleum Institute Figures) 


Tax Ratet — Month of 2 Months Ending With- ~ 


Jan. 195 
Gallons 
72,166 
35,028, 


January 
Cents 
Alabama 
Arizona... 
Arkansas... 
California . mee ale acess 426 ,463 
Colorado... . on 5 47,894 
Connecticut. . . 3 55 ,653, 
Delaware. . ‘ 11,979, 
District of Columbia... . 16,405 
PONG. cies bee ee’ « 145 ,440 
Georgia . 96 ,630, 
Idaho... 16 , 689, 
Illinois. . 218 ,907 
Indiana. 132,566, 
lowa. 78 986 
80,760, 
65 , 396, 
71,275, 
23,025, 
67,908, 
100 ,635, 
202 , 484 
86,210, 
r)54,052, 
123 ,952 
19,920, 
39,841, 


Louisiana. . 
aine. 
Maryland. ‘ 
Massachusetts . 
ae. < 


Montana. . 
Nebraska. . 
Nevada. 

New Hampshire. 
New Jersey. . 


107. 608: 

16,175 

Ohi 237: 592, 

Culaboms: 70,893, 
Oregon. ; 

Pennsylvania. ‘ 
Rhode Island. 

South Carolina 

South Dakota. 


Washington. 
West Virgini 

Wisconsin... 

Wyoming 


Total 48 States and D. of C 
Daily Average 
Change from previous year: 
Total change 
Recuage al change i in Daily Average. ............... 


40, ‘370, 
90 , 826 
10,871 
,406, 711 
142,152, 


+ These are State tax rates per gallon. In addition there is the Federal Tax of 
r) Revised 


Gasoline Prices for 55 U. S. Cities 


Dealer tank wagon and retail prices for regular-grade (housebrand) 
gasoline, and taxes, in 55 representative U. S. cities on June 1, 1957 
as compiled by National Petroleum News are shown below. Figures 
are in ¢ per gal.; (i) and (d) indicate increase or decrease as 
compared with April 1, 1957. Tax column indicates only motor 
fuel taxes levied as such. State and/or local sales taxes, where 
applicable to motor fuel, are included in service station (tax 
included) prices at points marked with # sign. 
Service 
Station 
(ex tax) 
d-22.16 

17.90 

20.90 

24.40 
d-16.90 
d-16.90 

18.90 

24.50 
i-25.10 

20.90 

18.90 
d-19.90 

23.20 

22.90 

24.90 

21.90 
i-19.90 

23.80 
i-21.40 

21.90 
i-21.90 
d-21.80 





Service 
Station 
(incl. tax) 


d-30.99 
27.90 
28.90 
32.90 

d-24.90 

d-23.90 
27.90 
31.50 

i-32.10 
27.90 

d-26.90 

d-27.90 
32.20 
31.90 
33.90 
30.90 

i-29.90 
33.80 
i-30.90 
31.90 
i-32.90 
31.80 


Tax 
(incl. 2¢ 
federal) 

i-8.83 

10.00 

8.00 
8.50 


Dir. T.W. 
(ex tax) 


i-16.78 
13.90 
15.90 
18.30 

d-12.90 
d-12.90 
d-13.90 
17.40 
16.80 
15.90 
d-13.90 
d 15.40 
16.70 
17.20 
17.30 
16.80 

i-13.90 
16.40 

i-16.40 
16.90 

i-15.90 
16.90 


Average U.S. 
Portland, Me. 
Manchester, N.H. 
Burlington, Vt. 
Boston, Mass. - 
Providence, R.I. 
Hartford, Conn. 
Buffalo, N.Y. ... 
New York, N.Y. 
Newark, N.J. ... 
Philadelphia, Pa. . 
Wilmington, Del. 
Baltimore, Md. 
Washington, D.C. 
Charleston, W. Va. 
Norfolk, Va. 
Charlotte, N.C. 
Charleston, S.C. 
Atlanta, Ga. ... 
Jacksonville, Fla. 
Birmingham, Ala . 
Jackson, Miss. 


182 


, 000 


41,406,000 
,000 
, 000 


, 000 
, 000 


,000 


, 000 


, 000 
, 000 


2,000 


"000 
000 
‘000 


,000 


9,000 
,000 
, 000 
51,000 
,000 
, 000 
,000 
,000 
, 000 
,000 
, 000 


,000 
,000 


,000 


7 Feb. 1957 


Gallons 

66 ,075 , 000 
30,777,000 
38,749,000 
398 ,000 ,000 
43 432,000 
49,819,000 
12,116,000 
15,131,000 
142 , 589 ,000 
89 565 ,000 
13 ,849 ,000 
195,501,000 
119 ,969 ,000 
67 ,419 ,000 
000 69 643 , 000 
000 58 546,000 
000 65 ,618 ,000 
000 19 ,559 ,000 
000 59 ,005 ,000 
000 93 ,061 ,000 
184 ,078 ,000 
71,826 ,000 
36 ,698 ,000 
111,758 ,000 
15 ,422 ,000 
34,681,000 
8, 735 ,000 
11,527 ,000 
128 , 902 , 000 
30, 121,000 
258 , 770 ,000 
95 ,362 ,000 
14,416,000 
230,241,000 
65 ,562 ,000 
41,174,000 
204,961,000 
16 471,000 
49 , 737 ,000 
19 , 868 , 000 
74,946 ,000 
337 ,419 ,000 
21,707,000 
7,705 ,000 
87,773,000 
60, 142,000 
33 , 223 , 000 
76 ,588 ,000 
8,745,000 

, 986 , 981,000 3, 
142 ,392 ,000 
+50 ,475 ,000 
+4.90% 


000 


000 
000 


000 
000 


000 


000 
000 


000 
000 


000 


000 


000 
000 


000 


000 


three cents (3¢) per gallon. 


Memphis, Tenn. 
Louisville, Ky. 
Cleveland, Ohio 
Cincinnati, Ohio 
Indianapolis, Ind. 
Chicago, Ill. 
Detroit, Mich. 
Milwaukee, Wisc. 
Twin Cities, Minn. 
Fargo, N.D. 
Huron, S.D. 
Omaha, Neb. 
Des Moines, Ia. 
St. Louis, Mo. . 
Wichita, Kans. 
Tulsa, Okla. .... 
Little Rock, Ark. 
New Orleans, La. 
Dallas, Tex. 
Houston, Tex. 

El Paso, Tex. 
Albuquerque, N.M. 
Denver, Colo. 
Cheyenne, Wyo. 


Great Falls, Mont. ; iS 


Boise, Idaho 


Salt Lake City, Utah a 


Reno, Nev. 
Phoenix, Ariz. 
Los Angeles, Calif. 


San Francisco, Calif. Hs 


Portland, Ore. 
Seattle, Wash. 
Spokane, Wash. 


* Includes 1¢ city tax. 


Feb. 1956 
Gallons 
65 , 729 ,000 
29 , 463 ,000 
37,520,000 
394,070,000 
41,838 ,000 
49,877,000 
10 ,826 ,000 
16 , 300 ,000 


Feb. 1957 
Gallons 
138 ,241 ,000 
65 ,805 ,000 
80,155,000 
824 , 463 ,000 
91,326,000 
105 ,472 ,000 
24,095 ,000 
31,536,000 
288 , 029 ,000 
186 , 195 ,000 
30 , 538 ,000 
414, 408 ,000 
252 535 ,000 
146 ,405 ,000 
150 , 403 , 000 
123 ,942 ,000 
136 , 893 ,000 
42,584,000 
126 ,913 ,000 
193 , 696 ,000 
386 , 562 ,000 
158 , 036 ,000 
90 , 750 ,000 
235 , 710 ,000 
35 , 342,000 
74,522,000 
17,227,000 
26 , 305 , 000 
271,785 ,000 
66,014,000 
556,521,000 
202 ,970 ,000 
80,591,000 
467 ,833 ,000 
136 , 455 ,000 


103) 298 ' 000 
40,189,000 
161/488, 000 
689 , 712,000 
45,744,000 


3 

315,354,000 
19,773 ,000 
7:811,000 
86 ,969 ,000 
61,055 ,000 
31,256 ,000 
78 , 363 ,000 
2,000 19,116,000 


936,506,000 8,393,692, 000 
142266 | 000 


135 , 742 ,000 
+387 , 455 ,000 
+6 .62% 


€ 


17.10 
17.70 
17.30 
17.30 
17.70 
17.30 
17.30 
17.80 
15.30 
14.50 
i-17.10 
d-12.10 
16.30 
16.90 
d-15,80 
d-17.10 
17.10 
16.20 
15.60 
16.20 
18.30 
i-19.20 
17.60 
18.40 
19.50 
19.90 
18.40 
20.00 
18.80 
17.10 
17.60 
18.10 


22.90 
d-16.90 
21.90 
21.90 
22.90 
23.10 
23.40 
23.90 
20.40 
19.40 
22.10 
d-18.80 
21.90 
d-21.90 
i-21.90 
d-14.40 
22.40 
23.80 
20.80 
21.70 
25.50 
i-26.50 
23.90 
24.90 
26.50 
25.60 
d-23.90 
26.70 
d-21.90 
20.90 
23.60 
i-23.90 
18.20 —i-23.40 
20.40 d-26.40 


** Includes 0.5¢ city tax. 


Feb. 1956 
Gallons 
133 ,633 ,000 
60 .291 ,000 
77,792,000 
773 ,637 ,000 
85 , 168 ,000 
100 ,554,000 
21,686 ,000 
32,811,000 
261,990,000 


142/998 '000 
144. 561,000 
117,680,000 
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One of a series—to acquaint jobbers with the Pure Oil franchise 






























Jobbers are important 
in PURE’S marketing picture 


The continued success of The Pure Oil Company is not only de- 

‘ pendent on a fair return on investment to upwards of 40,000 
stockholders, but also on a good income or profit to all individuals 
who contribute to that success. 

The Pure Oil Company’s Marketing Program must be based 
on selling its products in the most efficient and economical manner, 
depending entirely on the requirements of each individual market. 
We call this ‘Selective Marketing.” 

This means selling through Jobbers and Distributors in many 
of our markets. The Pure Oil Company has over 400 Jobbers 
marketing its products in its twenty-four-state marketing area. 
These people are well known and respected in their communities. 
They are intimately aware of local conditions and problems. 





In large metropolitan areas we are now marketing, and will 
generally continue to market, on a direct basis. This is due largely 
to the large capital requirements necessary for an extensive opera- 
tion in such markets. 

We believe a Jobber must of necessity analyze his methods and 
distribution. The Jobber’s supplier can be very helpful in discuss- 
ing all phases of the Jobber’s operation. 


Every Marketing Division of The Pure Oil Company has an 
established Marketing Program for each area for which it is re- 
sponsible. We will gladly discuss our program with anyone who 


may be interested.— 1. Ww. Sweet, Vice-President and General 
Manager, Retail Marketing, The Pure Oil Company, 35 East Wacker 
Drive, Chicago 1, Illinois. 


It pays to be a partner in profit with PURE 
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Aiken: He’s a man with experience 


NOJC’'s new secretary 


JOHN H. AIKEN, a slim, knowing 
man of 39, is the new executive secre- 
tary of the National Oil Jobbers Coun- 
cil. His appointment was announced 
during the mid-year meeting of the 
API division of marketing, and he as- 
sumed his duties last month. 

Aiken previously spent two years as 
marketing administrator in the do- 
mestic distribution department of the 
U. S. Chamber of Commerce. He spe- 
cialized in studying distribution trends 
and problems, and legislation that 
might affect marketing. 

His work at the Chamber included 
some things that really bear on the 
jobber’s position, Aiken says. That in- 
cludes studies emphasizing the value 
added by distribution, and a booklet 
he wrote called “The Wholesaler and 
His Chamber of Commerce.” This 
was designed to show chambers of 
commerce how to improve their com- 
munities as wholesaling centers. 

During his career, Aiken also served 
as research editor for the publisher of 
a coal trade journal. Before World 
War II he spent seven years with the 
Bureau of Information of Southeast- 
ern Railroads and the National Assn. 
of Railroad and Utilities Commis- 
sioners. 

Aiken, a native of Washington, 
D. C., is a graduate of Columbus and 
George Washington Universities there. 
He served with the Counter Intelli- 
gence Corps during World War II. 

He succeeds Harry Jones as NOJC 
executive secretary. Jones resigned re- 
cently to return to Texas. ci 


184 


Briefs ... 





F, C. Moore, York Oil Co., Hamp- 
ton, was re-elected president of the 
Virginia Petroleum Jobbers Assn. at 
its recent annual meeting. D. E. 
Quarles was named first vice presi- 
dent and W. D. MacGill, second vice 
president. G. S. Campbell, LeRoy 
Schneider and Lew Parker were 
named to the board of directors. 

w 

F. L. Butz has been elected chair- 
man of the board and chief executive 
officer of Hughes Oil Co., Sinclair Oil 
Corp. fuel oil subsidiary in Chicago. 
G. T. Stocking, former vice president, 
succeeds Butz as president. 

7 

Loy Doty, Denver division market- 
ing assistant for Phillips Petroleum 
Co., has been appointed division real 
estate manager. He succeeds Jack 
Coates, transferred to Canada. 
ae 

Three major 
organizational 
changes have 
been made in the 
marketing depart- 
ment of Gulf Oil 

Corp. B.. A, 

Hunter, former 

general manager, 

retail and jobber 

sales, has been 

appointed coordi- 

nator of all mar- 
keting activities, both domestic and 
foreign. E, L. Hemming, most recent- 
cently coordinator of resale outlets, 
has been placed in charge of retail 
and jobber sales in the domestic mar- 
keting department. H. E. Bower, 
supervisor of service station repre- 
sentation in the general office, has 
taken on the duties of resale outlets 
development. All three will remain 
headquartered in Pittsburgh. 

a 


Hunter 


Paul H. Boyd is 
Wilshire Oil Co. 
of California’s 
new general man- 
ager of market- 
ing, responsible 
for the direction 
and coordination 
of all company 
marketing activi- 
ties. Before join- 
ing Wilshire, 

~~ Boyd was with 
Union Oil Co. of California for 25 
years, most recently as eastern conti- 
nental territory sales manager. O. 
Warren Hillgren, former field direc- 
tor for the West Coast Oil Informa- 


ee ey 
e, 


Lard: He’s worked both sides 


Solutions are possible 


LAWSON A. LARD is a 42-year-old 
Esso Standard distributor who _ be- 
lieves jobbers and agents have many 
problems, but none that can’t be 
solved by sitting down and talking 
with suppliers. As the fifth president 
of the Louisiana Oil Marketers Assn., 
he'll probably get a chance to im- 
plement his idea. 

Lard has worked both sides of 
the marketing fence. He was with 
Esso Standard in Baton Rouge for 
several years before going in busi- 
ness with his father in Denham 
Springs as a distributor. 

He thinks the biggest problem 
facing the marketing industry to- 
day is the finding and keeping of top- 
flight service station dealers. He 
believes LOMA’s forming a commit- 
tee to study the dealer’s troubles is a 
big step toward an eventual solution. 

“I doubt we can make any spectacu- 
lar improvements in station hours or 
anything else right away, but at least 
our committee might be able to lay 
the ground work for changes,” he 
says. @ 


tion Committee, is Wilshire’s new 
director of advertising and public re- 
lations. 

. 

Frank E. Hedrick has been added 
to board of directors of Southwest 
Grease and Oil Co., independent 
manufacturers in Wichita, Kan. Hed- 
rick is vice president and director of 
Beech Aircraft Corp. 
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C. T. Wright has been named gen- 
eral manager of marketing for Im- 
perial Oil Ltd. succeeding L. D. Fraser 
(NPH — June, p219). Wright had 
been deputy general manager for the 
past year and before that spent three 
years as assistant general manager of 
the department. 

a 
L. S. Auerbach 
becomes Gulf Oil 

Corp.’s New 

York — division 

manager, retail 

and jobber sales. 

He was recently 

transferred from 

Chicago where he 

had held the same 

position since 

January, 1955. 

Before that Auer- 
bach was district manager in Cleve- 
land, where he was also president of 
the Cleveland Advertising Club. His 
transfer to New York is part of 
Gulf’s policy of managerial develop- 
ment and diversified experience of 
sales personnel at the executive level 
in field and headquarters offices. 

® 


Auerbach 


Brice W. Cecil 
has joined the 
API marketing 
division head- 
quarters staff as 
marketing assist- 
ant, reporting to 
Adam Rumosho- 
sky, division di- 
rector. He fills a 
new position 
created because 
of the increased 
volume of work. Before joining API, 
Cecil, 39, was assistant director of 
distributive education in the Texas 
state department of education. He is 
a graduate of the University of Texas 
with a major in marketing, and has a 
master’s degree in business administra- 
tion, specializing in retailing, Cecil 
began his career in retailing, then 
shifted to distributive education. His 
API assignment will include coordina- 
tion of national DE activities. 

es 

Noel Fletcher is the new western 
division manager for Frontier Refin- 
ing Co., Denver, Colo. Formerly with 
Arkin Petroleum Co., a Frontier job- 
bership in Denver, Fletcher succeeds 
William Klinger, who has been ap- 
pointed to a new TBA post. 

o 


Cecil 


Peter G. Barkley is new senior dis- 
trict representative of the Oil Infor- 
mation Committee in the Missouri- 
Iowa-Nebraska office. Hoover W. 


Another 
Father-and-Son 
RICHFIELD 
Distributor 
Team 


WARM WELCOME: John J. Dougherty, head of Domoco Gas & Oil Company, 

Independent Richfield Distributors, of Wilkes-Barre, Pa.. welcomes his son, 

Jack, back into their business after a two-year hitch in the Army. In back- 
y ground is 25-year service plaque presented to Domoco by Richfield. 


Father-and-Son Team Reunited 


Fresh from Army service as an 
M.P., Jack Dougherty is back, and 
his Dad, John, has got him for 
Domoco! 


Domoco Gas & Oil Company be- 
came Richfield Distributors in 1931. 
As President John J. Dougherty 
reminisces, Domoco started with 6 
retail outlets and 6 commercial 
accounts. 


Today, Domoco serves 43 retail 
outlets and 95 commercial accounts. 
“That’s a mighty profitable pres- 
ent,” says John. 


“T like the future—it’s even more 
promising,” says young Jack 
Dougherty. “With more people, 


more homes, more cars and trucks, 
and our aggressive selling, the out- 
look for Domoco Gas & Oil sure 
is rosy.” 

Domoco credits Richfield with a big 
assist in its growth. Request for help 
to solve a problem never goes unan- 
swered by Richfield. And that help 
is as near as your phone. Richfield 
boosts the brand in a big way; never 
offers competition to Richfield Dis- 
tributors. A Richfield Distributor- 
ship is a family affair—with an eye 
to the future. 

RICHFIELD INVITES YOU to 
become an Independent Richfield 
Distributor. Hear all the advantages. 
Write, wire or phone us now! 


RICHFIELD 


OIL CORPORATION OF NEW YORK 
579 FIFTH AVENUE, NEW YORK 17, N. Y. 





Serving the Eastern Seaboard from Maine through Florida 


Cott, second district representative 
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reporting to Barkley, is also a new- 
comer to the office. 
e 
L. F. McCollum, president of Con- 
tinental Oil Co., has a new 10-year 
contract. McCollum was named 
president in 1947 for a 10-year 
period. 
® 
Ed Gould, Gould Oil Co., Tide- 
water jobber in Hyannis, Mass., is a 
real convention supporter. He cut 


short his European vacation to get 
back in time for the API marketing 
division mid-year meeting in May. 
Harry A. Logan, Jr., was elected 
president of United Refining Co., 
Warren, Pa. He succeeds his father, 
who died this Spring (NPN — May, 
p205). Fred G. Bannerot, Jr., presi- 
dent of Elk Refining Co., Charles- 
ton, W. Va., was elected chairman 
of the board. His father was one of 





Now! Get 
maximum 
protection 
against collision 
hazards 


New TOKHEIM Impact 
Check Valve 


This new safety valve guards against 
fire and possible loss of product when 
a dispensing pedestal in a remote sys- 
tem is hit. A sharp blow actuates the 
valve and shuts off the flow instantly. 
It is designed with a shear section. In 
the event the pedestal is severed from 
its mounting, the supply line is 
broken at the shear point, closing the 
valve instantly before fire has a chance 
to start. A big improvement over 
valves that rely on intense heat for 
actuation! Utilizes the same proved- 
and-tested poppet principle as in other 
famous Tokheim valves. Externally 
tamper-proof. W rite for bulletin show- 
ing complete line of Tokheim valves. 


Model 
1098 


This Tokheim 
Impact Check 
Valve is designed 
specifically for 
remote control 
gasoline dispensing systems, 


SIMPLE DESIGN— FOOLPROOF 
MECHANISM— DEPENDABLE ACTION! 


Pendant keeps valve open during normal oper- 
ation—in no way impedes flow of gasoline. Then, 
sharp blow! Pendant disengages from the poppet 
stem (above right) closing the valve instantly. 


Write, wire or phone today! 


General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 


OKHEIM 


1650 WABASH AVE. SINCE 1901 FORT WAYNE 1, IND. 





Subsidiaries: Tokheim N.V,, Leiden, Holland —GenPro, Inc., Shelbyville, Ind, 
Factory Branch: 475 Ninth Street, San Francisco 3, California 
in Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ont, 





the founders of United and a former 
president. John P. Wendell was elect- 
ed executive vice president and 
secretary, and Martin H. Smith, 
treasurer. 

” 

J. B. Saunders, president of Tri- 
angle Refineries, Inc., has been elect- 
ed a senior vice president of Kerr- 
McGee Oil Industries, Inc. Saunders 
will continue to head the manage- 
ment of Triangle at Houston, Tex. 
The company was bought this Spring 
by Kerr-McGee. 

a 

S. Z. Natcher has been named 
manager of the public relations de- 
partment of Standard Oil Co., of 
California. He succeeds G. Stewart 
Brown, who died this Spring (NPN— 
June, p226). Natcher joined Standard 
as a public relations man in 1938 and 
was assistant manager of the depart- 
ment from 1944 to 1947, when he 
was appointed assistant to the vice 
president for conservation. In 1954 
he was assigned to London and serv- 
ed as president of the Iran California 
Oil Co. John H. Thacher succeeds 
Natcher as president of Iran Cali- 
fornia. He was formerly vice presi- 
dent of California Research Corp. 

e 

A. F. Reed has relinquished his 
duties as Lion Oil Co.’s director of 
sales. He is now an assistant in sales 
matters to executives of both Lion and 
Inorganic Chemicals, another division 
of Monsanto Chemical Co. J. H. S. 
Sheehan, a vice president of Lion, 
will take on full responsibility for 
Lion’s petroleum product sales. 

e 

G. B. Hunter has moved up from 
president to chairman of the board of 
Quaker State Oil Refining Corp., Oil 
City, Pa. F. O. Koontz ,formerly vice 
president and general sales manager, 
takes over as president. 


Hancock Oil Co., Long Beach, 
Calif., has announced several organi- 
zational changes in its marketing, sup- 
ply and exchange divisions. B. H. 
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Dresser, vce president, assumes re- 
sponsibility for all domestic and 
foreign crude oil sales and purchases, 
products supply and exchange activi- 
ties. He continues to be in charge of 
sales of refined products to govern- 
ment agencies. 

A new wholesale sales division has 
been created with J. C. Booth, former 
assistant manager of heavy fuel oil 
and export sales, as manager. In the 
new job, Booth takes over products 
sales activities formerly headed by 
Dresser and becomes responsible for 
marine sales of bunker fuel, diesel oil 
and products exports. On his staff 
are Roger T. Wayland, who will 
handle heavy oil sales, and Douglas B. 
Smith, who will handle light oil 
sales. 

S. R. Lindstrom, former assistant 
manager of refinery sales, is now 
regional manager of supply and ex- 
change, reporting to Dresser. He will 
be assisted by Andrew T. Hand. 


* 

H. E. Dischinger, manager of Shell 
Oil Co.’s pipe line department, has re- 
tired. V. K. Leonard, general superin- 
tendent, products pipe lines-Indiana- 
polis, transferred to New York to 
succeed him. 

& 

J. Robert Cole, Sr., Cole’s Atlantic 
Corner, Atlantic City, N. J., has been 
named service station brand name 
retailer-of-the-year. Certificates of di- 
stinction went to: Mike Anthony, 
Parma Sohio Service Station, Parma, 
Ohio; Jack Wiseburn, Cottage Mobil 
Service, Clayton, N. J.; Kenneth 
Mohr, Mohr’s Atlantic Service, East 
Greenville, Pa., and Harold Smith, 
Smith’s Atlantic Service, Ithaca, N. Y. 

* 

Edward W. Jones, manager of The 
Texas Co.’s real estate division of the 
domestic sales department since 1938, 
has retired after 24 years with Texaco. 
John J. Casey, assistant manager, suc- 
ceeds Jones. Harold M. Wood, real 
estate agent in the Minneapolis sales 
division, moves to Chicago to suc- 
ceed Casey. 

a 

Pat F. Caputo, vice president of 
Rite Fuel Oil Co., Hicksville, N. Y., 
has been elected president of Oil-Heat 
Institute of Long Island for a third 
term. Other officers are Ray Nathan, 
Ray Nathan Oil Co., Freeport, and 
Frank Fuhrmann, Swezey Fuel, Port 
Jefferson, vice presidents; and Douglas 
Blair, Mid-County Petroleum, West- 
bury, treasurer. Robert M. Burr con- 
tinues as executive secretary. 

New faces on the board of directors 





are: Edward Martin, Martin Coal & 

Oil, Freeport; Pat Romanelli, Roma- 

nelli & Son, Farmingdale, and William 

Gifford, Gifford Oil, Franklin Square. 
* 

Joseph A. Loveland is the new ex- 
ecutive director of New York’s Better 
Heat With Oil Council. He had been 
with Esso Standard Oil Co. for more 
than 35 years. The Council’s new 
officers are: Lawrence J. Murphy, 
Murphy Fuel Co., chairman; Fred 
Heaney, Skaggs-Walsh, vice chairman; 
Fred Sommer, Sinclair Refining Co., 
second vice chairman, and Joseph 
Schwartz, Whale Oil Co., treasurer. 


YOU CAN ALWAYS ADD SALES 


James E. Grady, general manager 
of Merit Oil Heating Corp., Mt. Ver- 
non, N. Y., has been appointed execu- 
tive secretary of the Westchester Oil 
Trade Assn. 

@ 

Millard K. Neptune, formerly gen- 
eral manager of Sahara Petroleum Co. 
in Egypt, has joined Texas Eastern 
Transmission Corp. as executive vice 
president in charge of an expanding 
products pipe line division. 

* 

W. H. Pinckard has announced his 
retirement as chairman of the board 
and chief executive officer of Califor- 


EVEN WHEN YOU CAN'T ADD SPACE 





TIRES- BATTERIES 


MARFAK LUBRICATION _ : 


CCESSORIES 


ce. 


¢ 


soso 








MODEL 7811 DISPLAY MERCHANDISER 


Size: 7 feet high by 12 feet long 


YOUR CUSTOMERS DESERVE THE BEST in products, serv- 
ices and the best in fixtures. Station interiors by Shure 
“Space-Merchandising” Engineers will get you more sales 
of TBA, gas and oil, from every square foot of space. 


Write for folder showing full line and suggested 
arrangements for salesroom and luberoom. 


&9hure 


THE SYMBOL 
OF BETTER 
MERCHANDISING 
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nia Texas Oil Co., Ltd., after 40 years 
of service. W. F. Bramstedt, president 
since 1950, has been elected to suc- 
ceed him. A. J. Singleton, executive 
vice president, has been elected presi- 
dent. 
os 

Seven members of the Military Pe- 
troleum Advisory Board have been 
reappointed for new three-year terms. 
Six others were given initial appoint- 
ments to the 28-man board. Reap- 


pointed were: John H. Carson, East 
Ohio Gas; Stewart P. Coleman, Stand- 
ard Oil Co. (New Jersey); James T. 
Duce, Arabian American Oil Co.; 
W. W. Keller, Phillips Petroleum Co.; 
A. W. Lundstrum, Ohio Fuel Gas; 
George L. Mateer, Cities Service Re- 
fining Co.; and Richard E. Nelson, Jr., 
Standard Oil Co. (Indiana). 

New members are: Charles P. 
Baker, Mobil Overseas Oil, Inc.; Wal- 
ter E. Caine, Texas Eastern Transmis- 


AIRCRAFT FUEL 
CONTAMINATION 


AND HOW TO WHIP IT. 


BRIGGS OFFERS YOU, FREE this easy to understand aviation filter ‘separator 
manual, It’s filled with diagrams, photographs, technical and operational 
data covering two years of actual operation on turboprop refueling. 


HERE’S A COMPLETE REPORT ON | 
| 


YOU WILL SEE HOW TO MODERNIZE and upgrade your present Avgas 
Dehydrator units to make them acceptable for use with jet fuels; all 
without major labor or cash outlay. 


IF YOU USE TRUCK REFUELERS, you'll want to 
read about Briggs light weight filter/separators 
for truck refuelers, one of which is pictured 
here. 


HERE IS A PHANTOM VIEW of Briggs Con- 
version Kit installed. It’s tested and quali- 
fied under MIL-S-254 and MIL-F-8508A 
for Jet Fuels. 


SEE HOW OLD DEHYDRATOR UNITS ARE CONVERTED 
AND MODERNIZED ... WITH NO 
HOT WORK... NO PIPING CHANGES 


FILTER/ 
SEPARATORS 


NO COST OR OBLIGATION. WRITE NOW. 





" 





THE BRIGGS FILTRATION COMPANY 
DEPT. 184, WASHINGTON 16, D.C. 


YES! Send me a copy of the report described above. 





Company Address 














sion Corp.; Albert R. Denison, Ame- 
rada Petroleum; Jake L. Hamon, 
independent producer; Herschel Hyde, 
Tidewater Oil Co.; and Frank A. 


Watts, Humble Oil & Refining Co. 
e 


Lowell Stanley was appointed vice- 
chairman of the board of directors of 
Petrolane Gas Service Inc., Long 
Beach, Calif. At the same time, the 
board re-elected R. J. Munzer and 
Leonard Andrews, president and ex- 
ecutive vice-president respectively. 

e 

Harold R. Deal, sales promotion 
supervisor for Tidewater Oil Co.’s 
Western division in San Francisco, was 
presented with a diamond emblem in 
recognition of 35 years with the com- 
panv 

e 
ram Eric Freitag has 
. been named mar- 
keting manager of 
the Sacramento, 
Calif., district of 
Tidewater Oil Co. 
He formerly was 
products distribu- 
tor of the West- 
ern division and 
before that was 
district operating 
supervisor in Los 
Angeles. Freitag replaces the late 
E. V. Black (see Deaths). 

In the East, Tidewater has pro- 
moted several men in the New Eng- 
land marketing district: Joseph M. 
Jerome, named district sales manager; 
Walter E. Berry, named distributor 
sales supervisor; Albert E. Livingston, 
named service station planning super- 
visor, and William A. Walker, named 
sales assistant. 

e 


Bernard H. Morse moves up from 
assistant to general credit manager of 
the marketing division of Cities Serv- 
ice Oil Co. (Del.). He succeeds the late 
Harry E. Butcher. 


Robert G. Wilder has been ap- 
pointed to the new post of director of 
special projects for Canfield Oil Co., 
Cleveland, Ohio, reporting directly to 
the general manager. He had been 
serving as staff assistant in Cleveland. 

* 


Canadian Oil Co., Ltd., has an- 
nounced some new appointments: 
A. V. Knowles, district sales manager 
of the Southern Ontario division; J. H. 
McKenzie, assistant operations man- 
ager, Southern Ontario division; R. P. 
Willis, operations manager, Southern 
Ontario division; C. S. Sanham, dis- 
tribution supervisor of head office 
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Operations department; Ian Graham, 
retail credit supervisor, Alberta divi- 
sion; Steve Odney, operations super- 
visor, Alberta division; and James Fet- 
terly, automotive supervisor, North- 
ern division. 

oe 


Continental Oil Co. Good Neighbor 
awards for outstanding service to their 
communities were presented to eight 
more Conoco dealers, jobbers and 
agents. They are: Frank A. Holler, 
commission agent in Rocky Ford, 
Col.; G. O. Gray, commission agent 
in Denton, Tex.; W. R. Thayer, job- 
ber in Whitewater, Wis.; Tom Tanner, 
Washington, Iowa, jobber; Howard B. 
Streiff, lessee in Rochester, Minn.; 
R. B. Kelso, Sheridan, Wyo., commis- 
sion agent; A. J. Gerety, Littleton, 
Col., commission agent; and W. “Oz- 
zie” Osborn, Mountain Grove, Mo., 
commission agent. 

* 

Tidewater Oil Co. has established 
two new marketing districts as part of 
an over-all alignment of districts. Al- 
bert H. Zinkand, assistant marketing 
manager of the Northwest district for 
the past year, will be chief of the new 
Oregon district, headquartered in Port- 
land. D. J. Smith remains in charge of 
the Washington district, formerly part 
of the Northwest district. E. C. Heinz 
will head the new Fresno marketing 
district. 

es 

Jack A. Shaw has been promoted 
from special sales representative 
in the San Francisco Bay area to 
wholesale sales supervisor of Tide- 
water Oil Co’s new Oregon market- 
ing district. He will be headquartered 
in San Francisco, 

4 

Reg G. Mat- 

thews, vice presi- 

dent of Fuel Oil 

distributors Assn. 

of New Jersey, 

has moved up to 

become president 

of the state group. 

He succeeds Wil- 

liam M. Norton 

of Norton Oil, 

Phillipsburg. 

Matthews is 

president of A. M. Matthews Co. of 

Orange, a family-owned fuel concern 
that began in 1866. 

Other officers include Herman M. 
Mendell’ of Sparta Coal & Oil Co., 
Sparta, vice president; Kenenth W. 
Grace of Grace Oil Co., Wildwood, 
secretary; and Walter Harnisch of 
Harnisch Fuel Co., Irvington, trea- 
surer. 

New directors include Richard 





Morgan of Nassau Oil Co., Princeton, 
and Gordon §S. Reinauer of Reinauer 
Bros., Inc., Lyndhurst. 
“e 

Skelly Oil Co., Kansas City, Mo., 
has announced the following promo- 
motions and expansions in the credit 
department: V. H. Gibson, to as- 
sistant general credit manager; H. M. 
Barrantine, credit manager, plants and 
dealers; Van Bartles, credit manager, 
wholesale department; R. C. Weide- 


mier, credit manager, credit cards; 
W. H. Carr, credit manager, Skelgas 
retail stores; and E. W. Cramp, credit 
manager, Skelgas wholesale. 

* 

Sam H. Casey, former general man- 
ager of supply and transportation for 
American Oil Co., has joined Con. 
monwealth Oil Refining Co. as vice 
president and a member of the 
board. Casey had been general man- 
ager of supply and transportation for 





It’s the most practical safe for service stations — 


H-H>M MONEY DEPOSITORY 


—and here’s why 


First, this equipment offers the best safeguard 
available for handling cash in this type of business. 
The compact design and ingenious method of an- 
chorage in concrete floors in out-of-the-way places 
makes it almost impossible to twist it by force from 
its connection. Saves space and discourages hold- 
up, too. 


The inner compartment with its own combination 
lock protects money accumulating for bank deposit. 
It may also be equipped with a double key lock to 
make the use of two keys, one in the possession of 


the attendant, the other held by armoured pick-up 
or deposit collector, necessary. The outer compart- 
ment with separate lock and handy, top drop-in 
slot, safeguards change-fund money. 


Heavy cast steel construction. Relocking devices 
deadlock both inner and outer compartments in 
case of attempted burglary. 


For full details on H « H » M Depository protection, 
call your local H* H» M dealer listed in the Yellow 
Pages of your phone book, or write to factory. 


HERRING > HALL> MARVIN SAFE COMPANY 


Hamilton, Ohio 


Branches in: New York, Chicago, Boston, Detroit, San Francisco, St. Louis, Houston, 
Atlanta, Philadelphia, Minneapolis, Washington, Dallas, Denver, Kansas City 
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About Oil People 





Pan-Am Southern Corp. before its 
purchase by Amoco. 
o 

Leon F. McGrath, assistant man- 
ager of consumer sales for Standard 
Oil Co. (Indiana) at Chicago, has re- 
tired. He joined the company in 
1908. Joseph R. Richardson, former- 
assistant manager of consumer sales 
at Joliet, Ill., has transferred to suc- 
ceed McGrath. George J. Gohling- 
horst, former assistant to the South- 
eastern regional manager at Indianapo- 
lis, replaces Richardson. Herace G. 


Peterson, former assistant manager of 
reseller sales at Huron, has been ap- 
pointed to the new post of assistant 
to the executive vice president. 

& 

C. B. MacGlashan has been named 
sales assistant to the vice president of 
Shell Oil Co., West Coast marketing 
divisions. This position will be in ad- 
dition to his post as manager of the 
fuel oil LP-gas department in San- 
Francisco. Shell also announced the 
appointment of F. W. Spooner, sales 
manager of the Sacramento division, 





WAYNE 


PR : 


ROTARY PUMPS 


sae cena 
=e 





In bulk plants... on trucks Wayne Rotary Pumps have proved 
their unsurpassed qualities to stand up and take it. They are 
ruggedly built with radial thrust bearings and rigid base to 
prevent distortion or misalignment. Special bearing seals keep out 
dirt. Exclusive Wayne rolling gear tooth design assures greater 
capacity, higher speed and more compact size. 

You can get a Wayne Rotary Pump to fit every pumping need 


—capacities from 35 to 300 GPM for pumping volatiles to 
asphalts. Write for selection chart and application handbook to 
The Wayne Pump Company, Salisbury, Maryland, Fort Wayne, 


GREATER 
CAPACITY 


° Indiana, Toronto, Canada. 


QUIET 
OPERATION 


LONGER LIFE 


EASIER 
INSTALLATION 








to assistant to the manager in the 
national sales department, New York. 
J. G. Fuller succeeds Spooner in 
Sacramento. 

© 

Roy W. Engle, district manager for 
Atlantic Refining Co., has been pro- 
moted to sales group manager, east- 
ern Pennsylvania-Delaware marketing 
region. 

E. N. Gerken, manager of Sun 
Oil Co’s sales district at Newburgh, 
N. Y., retired recently after 26 years 
with Sun. James W. Ryan, mer- 
chandising and training manager of 
the New York region, has _ been 
named acting manager at Newburgh. 

€ 

J. D. Bland has been promoted to 
general superintendent of the petro- 
leum products division of Texas 
Eastern Transmission Corp., Shreve- 
port, La. 

e 

George T. Tennison was elected 
president of the Natural Gasoline 
Assn. of America. Tennison is with 
Shell Oil Co. in Houston. 

o 

Richmond F. Myer, Mid-Hudson 
Oil Co., Poughkeepsie, is now at the 
helm of Empire State Petroleum Assn. 
He succeeds Frank D. Bertch of 
Webaco Oil Co., Webster. 

Vice presidents include George 
Savory, Savory Oil Co., Binghamton; 
H. Halsted Park, Jr. H. H. Park, 
Inc., Katonah; Harry J. Cool, George 
Hall Corp., Ogdensburg; and Kenneth 
E. Campbell, Campbell Oil Co., 
Olean. 

Other offices include E. C. Drake, 
Drake & Mills Oil Co., Syracuse, 
treasurer; and Bruce Wemett, The 
Wemett Corp., Hemlock, sergeant- 
at-arms. 

New board members include L. C, 
Bower, Redmond & Bramley Oil Co., 
Inc., Rensselaer; Allen Spaulding, 
Spaulding-Yates, Buffalo; Joseph 
Weber, Weber Oil Co., Niagara Falls; 
and Lawrence M. Ferguson, Fergu- 
son Oil Co., Lockport. 


Deaths ... 


Arthur Marron, president of Home 
Fuel Oil Co. of Ridgewood, died at 
his Ridgewood, N. J., home May 26. 
He was 52. 

Active in the oil heating industry 
in New Jersey since 1926, Marron had 
been an independent oil distributor 
since 1943, 

Surviving are his wife, Helen; a son, 
Arthur, Jr.; and three brothers, Louis 
(board chairman of Coastal Oil Co., 
wholesale supplier in Newark), Ed- 
ward and Lawrence. 
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AIR and WATER on the island | 


... speed service... build sales...save steps 


ECO Islanders® put air and water right at your fingertips 
where you can give extra service faster and easier at the greatest 
convenience to you and your customers. 

Islanders let you provide the one-stop gas, air and water 
service that mark the truly modern station and keep customers 
coming back, What’s more, you save valuable time for selling 
and make the most of costly station space. 

Available with or without automatic tire inflation in a wide 
range of models to harmonize with any station layout. 

ECO Tireflators provide automatic tire inflation for post, 
wall or overhead remote installation. 


j W Cc , Bennett Pump Division, 
OHN WOOD COMPANY : muskegon michigan 

District Offices: Albuquerque « Atlanta * Baltimore * Boston * Buffalo * Charleston + Chicago 

Cleveland * Dallas * Denver « Detroit « Kansas City * Los Angeles * New Orleans * New York 
Philadelphia « Pittsburgh «* Rochester « SaltLake ¢ Seattle « St.Paul «* San Francisco 


IN CANADA: JOHN WOOD COMPANY LIMITED « Toronto + Montreal * Winnipeg * Vancouver 
EXPORT: John Wood International Corporation, 29 Broadway, N. Y. Cable "WOODINTER” 





Coming Meetings 


JULY 


Empire State Petroleum Assn. Jobber 
management conference, Cornell Univer- 
sity, Ithaca, N. Y., July 23-25 


AUGUST 


Society of Automotive Engineers, na- 
tional West Coast meeting, Olympic 
Hotel, Seattle, Aug. 12-15. 

National Congress of Petroleum Retail- 
ers, annual meeting, Sheraton-Gibson 
Hotel, Cincinnati, Ohio, Aug. 18-23. 
AAssn. of Desk & Derrick Clubs, 6th 
annual convention, Conrad Hilton Hotel, 
Chicago, Aug. 30-31. 


SEPTEMBER 


API Oil Information Committee meet- 
ing, Broadmoor Hotel, Colorado Springs, 
Sept. 5-6. 

Society of Automotive Engineers, na- 
tional tractor meeting & production 
forum, Hotel Schroeder, Milwaukee, 
Sept. 9-12. 

Packaging Institute, Petroleum Packag- 
ing Committee, Hotel Guildwood Inn, 
Point Edward, Ontario, Sept. 10-11. 


National Petroleum Assn., 55th annual 
meeting, Hotel Traymore, Atlantic City, 
Sept. 11-13. 

Michigan Petroleum Assn., Hotel Grand, 
Mackinac Island, Mich., Sept. 13-14. 
Ohio Petroleum Marketers Assn., fall 
conference, Commodore Perry Hotel, 
Toledo, Sept. 18-19. 

Independent Oil Compounders Assn., 
annual meeting, Hotel Carter, Cleveland, 
Sept. 22-24. 

Pennsylvania Petroleum Assn., annual 
meeting, Pocono Manor Inn, Pocono 
Manor, Sept. 22-24. 


American Society of Mechanical Engi- 
neers, annual Petroleum Mechanical 
Conference, Tulsa, (place not available 
at publication), Sept. 23-25. 

Florida Petroleum Marketers Assn., 
Hotel Fountainbleu, Miami Beach, Sept. 
26-27. 

Western Petroleum Refiners Assn., Rocky 
Mountain area meeting, Henning Hotel, 
Casper, Wyo., Sept. 26-27. 

Missouri Petroleum Assn., Fall Frolic, 
Columbia Country Club, Columbia, 
(date not available at publication). 


SYMBOL 


Gasoline Pump Manufacturers Assn., 
annual fall conference, Del Monte Lodge, 
Pebble Beach, California, Sept. 29-Oct. 4. 


OCTOBER 


American Society of Lubrication Engi- 
neers, annual meeting, Royal York Hotel, 
Toronto, Ontario, Oct. 7-9. 

American Petroleum Credit Assn., 33rd 
annual conference, Mark Hopkins Hotel, 
San Francisco, Oct. 13-16. 

Empire State Petroleum Assn., Lake 
Placid Club, Lake Placid, N.Y., Oct. 
13-16. 

API division of marketing, marketing 
research committee meeting, Camelback 
Inn, Phoenix, Ariz., Oct. 16-20. 
Virginia Petroleum Jobbers Assn., Hotel 
Roanoke, Roanoke, Oct. 17. 

West Virginia Petroleum Assn., annual 
meeting, Daniel Boone Hotel, Charles- 
ton, Oct. 17. 

Tennessee Oil Men’s Assn., annual 
meeting, Hotel Peabody, Memphis, Oct. 
17-19. 

AVirginia Oil Men’s Assn., Hotel Roa- 
noke, Roanoke, Oct. 18. 


iS your guarantee 


e Dependable Service 
e Higher Quality 

e Precise Fabrication 
e Reasonable Cost 


enving THE OIL INDUSTRY SINCE 1923 


BIRMINGHAM 7am 


DIVISION OF 
THE INGALLS IRON WORKS COMPANY 


COMPANY 


P_ 0. BOX 1490 - Telephone 4-330) 
BIRMINGHAM. ALABAMA 
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Coming Meetings 





National Assn. of Oil Equipment 
Jobbers, annual convention, Hotel Pea- 
body, Memphis, Oct. 20-22. 

ANorth Carolina Oil Jobbers Assn., 
annual fall convention, Grove Park 
Hotel, Asheville, Oct. 20-23. 


ANebraska Petroleum Marketers, an- 
nual meeting, Hotel Paxton, Omaha, 
Oct. 22-23. 


AWestern Petroleum Refiners Assn., El 


Dorado area meeting, Rufus Garrett 
Hotel, El Dorado, Arkansas, Oct. 24-25. 
Alndependent Petroleum Assn. of Amer- 


ica, annual meeting, Statler-Hilton Hotel, 


Dallas, Oct. 27-29. 
CAN CLOSING MACHIN ES ANational Lubricating Grease Institute, 


annual meeting, Edgewater Beach Hotel, 
Chicago, Oct. 28-29. 

APackaging Institute, 19th annual forum, 
Hotel Statler, N.Y.C., Oct. 28-30. 


AOil Trades Assn. of New York, 
Waldorf-Astoria Hotel, N.Y.C., Oct. 30. 


APetroleum Marketers Assn. of Texas, 
annual meeting, Houston, (Place and 
date not available at publication). 


NOVEMBER 


ASociety of Automotive Engineers, na- 
tional transportation meeting, Hotel 
Statler, Cleveland, Nov. 4-6. 


More November Meetings Next Month 


AFirst listing. 





[ CLASSIFIED | 





Angelus seamers are dgigned to meet the Replies (Box No.): Address to office nearest you 
. °/o This Soe Classified Adv. Di 

round can closing requgrements for all types of NEW YORK: P. O. Box 12 (36) 

. . CHICAGO: 520 iv Michigan Ave. (11) 

petroleum products, id or solid, from 30 SAN FRANCISCO: 68 Post St. (4) 


up to 500 cans per y ce 


dependable; egal ) ewrtorment 


== POSITION WANTED 

Professor seeks openi in the oil business. 
Experience in oil , market ng prior to War. Prefer 
Doctor’s degree in Busi- 
ness Administration, but not afraid of work. 
Age 48. Minimum  salary—opportunity plus 
$10,000 per year. PW-5202, National Petroleum 




















WANTED 


Wanted—P. + + Lob " 


Micrometer 
Adjustment. A.S.T.M. D-217. For grease. Write 
Penetrometer, P.O. Box One, Richmond, Virginia. 


: : FOR SALE 

Sanitary Can Machine Company For Sales: One 1948 Heil 4800 galion, 4 com- 
nen h bog: Axle Trailer, Fully skirted. 
$1675.00, C. Hi. Miller, 325 N. 4th Street, Zanes- 
ville, 























(Continued on opposite page) 
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~ — — USED TANK TANK 


A well known independent petroleum 


refiner and marketer in the Midwest is 

expanding rapidly and offers an unusual TRAILERS CLEANING 
opportunity for a “— ~ to 
organize and manage Sales Training 

Department. Applicants — have _ For Sale or Lease PROBLEM? 
training experience in the petroleum e 
industry. Under 40. Salary open. All pacities, 7/600 to 7980" gallon. New tires, Priced : e 
replies confidential. Submit detailed from $7,900.00. Also steel tandem units 6,300 to Expert cleaning and repairing of 


resume of background and experience to Wautaturing P anil 300, Sith ~ Arent Be. —e . — . storage 
nneapo Minnesota. Telephone eral wo 

P-5310 National Petroleum News Kenses City Aves. Steel tandem units 5,000 to tanks, anywhere m tne 

520 W. Michigan Ave., Chicago 11, Ill. 5,500 gallons. From $1,850.00. Also anhydrous 


ammonia and propane trailers located in Texas. * H 
Contact Butler Manufacturing Company, 7300 East Modern Safety Equipment 


13th Street, Kansas City 26, Missouri. Telephone 
BEnton 1-7400. * Specially Formulated Chemi- 


FOR SALE— Tigi ia par IE Birmingham Area. Stee! tandem units, nd cal Cleaning Compounds 
ng At 5,600 —. Priced from $1, a * Fully | an 
act Butler Manufacturing Company, e venue r 

se = om Birmingham 8, Alabama. Telephone uly sass 

Used-3-3" Neputune © t meters, 1-2” * Over twenty years’ experience 
Nept., Compt., ’ Brodie company gravity. = A vo Agee, ae a by sae ein P 
overstocked Sector Duplicator printers, O. . gallons. Tandems only. Priced from $2, .00. * : 

nozzles. Jones Co., 21 Crescent St., Lawrence, Contact Butler Manufacturing Company, Suite 602, On preferred list of Du Pont 


Mass. 103 Park Avenue, New York 17, New York, Tele- and Ethyl Corporations 
aD es eS phone MUrray Hill 3-9473, 


3600 gal.—6 cpt. Station Delivery Trailer new Chicago Area. Steel tandem units, capacities SURVEY—ENGINEERING— 
recap tires, meter available, painted white & red. — to 7,440 gallons. Priced from $2,100.00. PROCEDURE 
8 door boxes each side for meter & case goods. ontact Butler Manufacturing Company, Suite 1100, RECOMMENDATION OF 

Perfect condition, Bruce E. Hackett Company, — N. Harlem Ave., Chicago 34, Itinois. Tele- 
1400 Kansas Avenue, Kansas City, Kansas. phone NAtional 2-7171. 


MAfair 1-2363. Write, Phone or Wire 


1947 Fruehauf Tandem Petroleum Transport, UNITED TANK 


air brakes, 10000x20 tires, 6000 gallon, 5 com- 


partment, Telescopic Landing Gears. Free De- 
livery up to 350 miles, photos available. Riedy- CLEANING co {k 
Manner Truck Equipment Corp., 809 Summit *9 ° 
St., Toledo, Ohio, Phone CHerry 8-6441. 

ia Box 84N, Boston 31, Mass. 
1952 White Model 3022-PLP, Tractor and 5600 Phone: Fairview 5-5554 
gallon 4-compartment tank trailer, three inch 
outlets, two inch motor driven pump enclosed 


and attached to three inch mainfold. Excellent 


tires. $5200.00 complete. Technical Petroleum SURPLUS STOCKS—MISPRINTS 

% 7, 623% ‘ > i i 

fen an aan DISCONTINUED BRANDS—OVER RUNS STEEL STORAGE TANKS 

— —————— —— LITHO 1 & 5 QT, 2 & 5 GAL Railroad Tank Car Tanks 
6,500 to 12, Gal. Cap. 

WARREN OIL CO. 00 to 12,000 Gal. Ca 


pmnusmessorromummesy |__"“omann man” |) cage ae 


Also — C 




















S, 


(continued from opp page) 
































Bulk Oil Plants Propane Gas Piants—Sel: 
properties damaboet PSs Weare We foro SERVICE STATIONS WANTED 


in selling petroleum properties. Ole Brodd, Petro- Independent oil company will buy or lease; 
leum Marketers, 605 Produce Bank Bldg., Minne- prefer locations suitable fcr multi-pump opera- 


apolis 3, Minnesota. . ‘ 
tion. Send full information to 











For Sale—Major Brand Bulk Oil Jobbing Busi- BO 4711 P News 
nesses in Wisconsin and Illinois. Each is show- 520 N. Michigan Ave., Chicago 11, I. 
ing a substantial net profit and all have excellent 
potential Write for information, M. Putnam, 
Petroleum Realty, 3230 University, Madison, Wis. 














For Sale: Ma Brand on Business servici , WANTED FOR SALE: 


stations and farmers. 60,000 gals storage. Bric 


1948 KBS-11 Int. Tractor with 1948 4500 Gal. 

warehouse. Central Western Indiana. BO-5389, FLORIDA JOBBER BUSINESS Trailmobile. Tank ‘Trailer Compartments 1200-500 
: ‘ 500—600—700—1000 $2950.00 
Seeking purchase of complete operation 1951 Dodge 4 Ton with 1951 Fruehauf 4000 Gal. 
Now Privete Srand Service Station tn Charteston, including bulk plant, stations, equip- — ee 1300—1200—1500 $2250.00 

~ ve ome . in e oO -d.! . umps. . . in Good 
Reply: P.O. Box ta ment, etc. Prefer South Florida on either pv vey Resear aa are ~~ ——_s 
coast. Principals only, please. Replies equipment. 


kept in strictest confidence. Write or Phone: 

ROSS INDEPENDENT OIL COMPANY 
PROFESSIONAL SERVICES BO-5226 Mellons! Polveloan lows 1100 West Chestnut Street, Washington, Penna. 
Class. Adv. Div., P. 0. Box 12, W. ¥. 36, WY. Phone: Baldwin 5-1300 





























PROPANE GAS PLANTS Oil Jobber Business for Sale TWO 750 GALLON 


ANHYDROUS AMMONIA PLANTS Distribution of home heating oll, commercial and 
Designed and Installed lacectrial fuel lt, esié seobatte, Wise, trust. OIL STORAGE TANKS 


PEACOCK CORPORATION _— “Tae eet A & A Metal Salvage Co. 


0 4403 ional Petroleu 
Box 268, Westfield, N. J. O90 W. 42nd Stn Mew York 36,007. 188 Wallabout St., Brklyn, | MA 4-6955 
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TOKHEIM BOOSTER SYSTEM 
STOPS VAPOR-LOCK QUICKLY 


Now, at moderate cost you can equip your 
station for rapid, fool-proof handling of 
modern, high-test fuels. A Tokheim Booster 
System will stop vapor-lock quickly; im- 
prove the performance of your present 
pumps; eliminate much of the cost of a new 
submerged pump installation. It’s a won- 
derful solution to suction pump problems. 
Write for details. Ask for Bulletin No. 363. 





New hydraulic pressure 
regulating valve automat- 
ically balances the pres- 
sure and suction systems; 
also serves as a positive 
emergency shut-off valve. 


; TOKHEIM CORPORATION 
There is no substitute DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 


for TOKHEIM QUALITY! JOKHEIM FORT WAYNE 1 SINCE 1901 





INDIANA 





GASOLINE PUMPS 


Subsidiaries: Tokheim N.V., Leiden, Holland — GenPro, Inc., Shelbyville, Ind. 
Factory Branch: 475 Ninth Street, San Francisco 3, California 


In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ont. 














METER SYSTEMS, INC., Erie, Pennsylvania 


Atlanta Dallas — Kansas City, Mo. New York 

Bost Denver ——_ Los Angeles Oakland, Calif. 
Detroit | Minneapolis Philadelphia 
Erie New Orleans Seattle 











